





BOOT and SHOE 


cor 


NATIONAL VOICE OF THE 


September 15, 1957 


TRADE 


Lexide insoling 


New Lexide" insoles are made 
of latex-bonded, purified, high 
alpha cellulose fibers. They are 
lightweight and flexible with the 
proper strength for Goodyear 
welt, cement-lasted and other 
types of constructions. Pastel 
shades available in women’s and 
children’s insoles. For more 

bat ioywestshaveyemecvele Mctcbeote) (ecm 

write: Latex Fiber Industries, 


Beaver Falls, New York. 


Latex Fiber Industries 


Made — stocked 
and sold by 


Conn olly 


ee 


asmart pattern, a good last and KANGAROO LEATHER 


Connolly Shoe Co. whipped up this sleek, soft slip-on according to this never-failing 


recipe for fashionable, comfortable shoes for young men of all ages. 


Most shoe manufacturers have the first two ingredients — smart patterns and good lasts. 
The third is easy to obtain. Genuine Australian Kangaroo Leather 


is tanned in the U. S. A. by 


kangaroo 


William Amer Company Surpass Leather Company Ziegel, Eisman & Company 





“Kali-sten-iks 
for you too!” 


IN-STOCK NO. 972 
Red Kip Raised Seam Moccasin Oxford. 


972 — 4 to 6 B, C, D, & E Spring Heel 

972 — 6. to 8 B, C, D, & E Spring Heel 
2972 — 81, to 12 A, B, C, D, & E Spring Heel 
2972 — 12, to 3 A, B, C, D, & E Rubber Heel 


Kali-sten-iks are the favored shoes for 
children, misses & senior misses. Fine craftsmanship 
and high quality make Kali-sten-iks a 
capital asset in your store. 


IN-STOCK NO. 286 
White Kip Plain Toe Blucher. 


286 — 2 to 6 B, C, D, E & EE Spring Heel 
286 — 61, to 8 A, B, C, D, E & EE Spring Heel 


. 
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“AMERICAN GURL 20 


IS THE 1 LINE IN THIS 
WIDE-AWARE DEPARTMENT 


a 


. 


DOWNSTAIRS STORE 


THE AMERICAN GIRL SHOE 
HAS WHAT IT TAKES TO 
BE #1 VOLUME LINE 
IN THE COUNTRY, 


$699 to °1099 Reta 


e acomplete line — sports, novelty, dress 


e a big “profit building’ in-stock 
department 


e styles that are news to the volume 
market — when they are news 


e service, quality, dependability 


288 A Street, Boston, Mass. Div: Consolidated National Shoe Corp. 
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LEATHERS 


make them wonderful 


selling seasons 





YOR 


KID, CABRETTA, 
CLOVER CALF & KIP 


G. LEVOR & CO., INC. 


Tanners 


Since 1876 


Courtesy Metropolitan Museum of Art 


SOUTH SEAS COLORS in LEVOR 
CALF, SUNITA and TAN-ART SUEDE: 
Hibiscus, Tahiti, Fiji, Pago, Lagoon, 
Nude, Eye-Shadow Blue. 


MERMAID duotone grain in Hibiscus, 
Nude, Pueblo Yellow, Black and 
White. 


COQUETTE grain in colors as above. 


“THE WHITEST WHITES” in smooth 
Kid, Cabretta, Calf, Kip and TAN-ART 
Suede Kid. Safest, volume-selling 
color in Resort and Summer stocks. 


GLOVERSVILLE, N. Y. 
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Ranch Wellington 


No 9030 
Mr. Casual” 
, popular beaver-grain Wellington 


No, 9006 
Full 
grain glove leather, with crepe sole: 
s ond heels 


WORLD’S 


September '5, 1957 


Have yo" noticed 
what Acme 1s —_ 
with Wellingtons? 


g” calls 
t the demand 
for every pha 


“Modern Livin 
Acme has me 
different styles 
ing! Wellingtons 


grain and brushie - - 
ran 


of kangaroo, 
‘ finished for dress wear, 


d acid-resist 
n insoles, 
\s of leather, 
_,.a magnificen 


Wellingtons! 


ant wear -+° 

some fleece 
crepe and 
t, very” 


nd hee 


new catalog is off 


e them? Acme's 


Want to sé 
Write for it. 


the press: 


Wellingtons! 


MODERN SELLING «+> Acme Boots! 


MODERN LIVING - 


SSS a ca 


the brand, of dedlinelicn in boots 


ellingtons 


T COMI ANY, Inc Clarksville Tennessee 
‘ 


No 55 No. 9500 
‘opular sport Panama Br: row f 
a Brushie. je on or y' 
ie, with brown crepe soles ‘lounger folks 
P. Pp. hi Easy sli 
Pp 
boot for the folk 


LARG 
EST 8B 
OOTM 
AKERS 





NEOLITE ..the 


Most advertised...most popular J 


Sm & 
« Fy Tate 


NEOLITE RUNS THE SHOE INDUSTRY’S 
BIGGEST ADVERTISING CAMPAIGNS! 


NEOLITE advertising is the 
greatest, most powerful, 
most persistent the shoe 
industry has ever seen! 

In 1957 NEOLITE advertising 
will run in all the publica- 
tions shown here—big 
national magazines, fashion 
magazines, Sunday news- 
paper supplements! 


P. lus TELEVISION —Special announcements 
on the GOODYEAR TV PLAYHOUSE Sunday, 9-10 P.M., EST, NBC Network 


One of America's top-notch TV shows... be sure to see it! 


EVERYBODY we? 


KNOWS NEOLITE! HERE’S PROOF! 


® In an impartial coast-to-coast “Brand Recognition” 
Survey nearly 9 out of 10 people knew NEOLITE! 


Boost your sales by featuring 


1/ 
f° NEOLITE SOLES 


NEOLITE, AN ELASTOMER-RESIN BLEND. T.M.—THE GOODYEAR TIRE &@ RUBBER COMPANY, AKRON, OHIO 
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.. sole everybody knows! 






al 





+7. 244 
"Etta re rastas & aa a 








CROWN Lightest, most flexible—longest-wearing 
soles ever made for shoes. Now you can 
NEO LITE reduce weight and still get longer wear! 













NEO LITE Now 10% better than ever before! 


i. NEOLITE on complete lines! 


MADE ONLY BY q, 3 e* DF YEAR 


September 15, 1957 





SENIOR 
CLASSMATES 


CLASSMATES 


from 
tots 


to 
for growing feet t 
and growing sales: 4 eens...j 


Look to Classmates for 
latest styling, good fitting, 
rugged durability, popular 
price, and prompt in-stock 
service. You'll find they 
sell easily and often — and 
return customers to your 
store for more. Write for 
our catalog today. 





BABY 
CLASSMATES 


Classmate 


SHOE ~ 
by Ideal Shoe Company 


Division of Mid-States Shoe Co. 
Milwaukee 12, Wisconsin 
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THE FINEST SHOE DRESSING 
AVAILABLE! 


ITS WAX IS ALL 
CARNAUBA 





























RETAILS FOR $7 A BOTTLE 


“SIR” IS BEST East YOUR PRICE 





because its polishing agent a - f ee 
is not 10% ... not 20% 
... but 100% carnauba wax, 


universally accepted as tops... 








combined with equally superior 











leather preservative and coloring! 

That’s why “SIR” gives a deeper, 
longer-lasting shine far faster and 
easier ... plus better protection and 
preservation for fine shoes. Display 
“SIR” for the biggest volume, fastest 
turnover and best satisfied shoe-polish 


customers you’ve ever had! 


FREE 


24-BOTTLE REVOLVING 
CIRCULAR COUNTER DISPLAY 
WITH 10-DOZ. ORDER 


- size 15’ x 18” 


ORDER NOW FOR EARLY DELIVERY 
Se SS EE EE a a ee 


ROCHESTER SHOE TREE COMPANY 
Colors: P.O. BOX 36, BEECHWOOD STATION, ROCHESTER 9, N. Y. 
BROWN Gentlemen:— 
Mi Please ship us immediately 10 dozen bottles of ‘‘SIR’’ . . . STANDARD ASSORT- 
TAN MENT (OR YOUR CHOICE IN DOZEN LOTS) . . . AND Free 24-bottle Counter 


* 
BLACK Display. 
* 
MAHOGANY STORE NAME 
* ADDRESS 
CORDOVAN 


o 
NEUTRAL SHIPMENT F.O.B. CAMDEN, N. Y., OR LOS ANGELES, CALIF. 
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It’s a stock-situation 


& meets girl . . . and something wonderful happens. When 
it's YOU, you can see it, and you can feel it . . . just as you 
can see, and feel, the effect of CHILD LIFE in retailing juvenile 


shoes. Something wonderful happens. 


It's a stock-situation for retailers everywhere — a strong, 
well-styled, franchised line, available in Regular and Arch 
Feature construction — plus a service arm that is second to 
none in juvenile footwear. If you’d like to know more, and 
there is no existing CHILD LIFE dealer in your trading area, a 


call or letter from you will bring a prompt reply. 


HERBST Shoe Manufacturing Co. 


Milwaukee 45, Wisconsin 
New York Office — 557 Marbridge Bidg., New York 17, N. Y. 
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Impulse 

















— “When a customer buys something she did not plan to 
buy until she saw it at a point of sale, the store has 
made an IMPULSE SALE.” 


—Albert Bliss, president of Bliss Display Corporation, in 
a talk before the N.R.D.G.A. Smaller Stores Division, 
used the above statement as an eye-opener and went 
on to elaborate: 





—Thacreased Impulse Sales reduce the percentage cost 
of sales promotion and mean increased profits. 








—How to increase Impulse Sales involves a more precise 
analysis of people (or store traffic), merchandise ex- 
posure space and merchandise. 


—‘In the strictest sense, store traffic is made up of De- 
mand Buyers, Shoppers, and Disinterested Pedestrians. 


—“The Demand Buyer knows what she wants, and where 
to find it before she sees it on display. 


— “The Shopper is interested in a specific kind of mer- 
chandise and will take the time to appraise merchandise 
at the point of sale. 






—“But both the Demand Buyer and the Shopper, as they 
walk through your store to reach their pre-determined 
destination, should be thought of as being Disinterested 
Pedestrians. 










—“Whether or not they remain disinterested depends on 
what the store does with its exposure spaces and the 
merchandise it displays in these spaces... . 








—“TIf a store owner believes that his store is a showroom 
as well as an efficient warehouse and if he realizes that 
there are other merchants competing with him in the | 
same trading area, with the same merchandise at ap- | 
proximately the same price, then he will consider the 

dramatic impression he can and should create. | 

| 


—“If the store owner feels that it is as important to pull 
his traffic into the far corners of his sales area, then he 
should provide the right kind of space for showman- 
ship.” 






ooo 


te ek. | 
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VAISEY - BRISTOL 


NEWS 


CLASSICS 


Still... First in Choice! 


In Stock...Ready to Ship 










The “TOWNSTER”’— true Mocc— 
Hand sewn Vamp—Light and flexible 
with soft kicker back. Styles No. 5221 
Brown, No. 5821 Black. $4.20 















The “ROADSTER” 


—true Mocc—Hand sewn Vamp— 
Beautifully crafted, has moulded 
counter with one-piece foxing. Styles 
No. 6621 Brown, No. 6821 Black. $4.60 


VAISEY BRISTOL SHOE CO. 


MONETT, MO. 


















good looks 


Lawrence 


~~ 
-~ 
- 
Reg Ome 
Sif feee.-- 
222335 


KEHNA is tanned 


Keena by Lawrence is tanned twice to help you 
get more men’s shoe business. 

Keena is tanned first for sturdy wear and scuff- 
resistance, then again for mellowness and a lasting 
polished beauty. That’s why Keena by Lawrence 
wears and looks better — and that’s why it can 
build a better men’s shoe business for you. 

Other “‘tanned twice’ leathers are MELGO and 
FINA. A. C. Lawrence Leather Company, Peabody, 


Massachusetts. 


12 


twice 
rOnC?e_ 


KEENA 


...the better part of better shoes 
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Detroit Shoe Fair, Michigan Shoe Trav- 
elers Club, Wolverine Hotel, 
troit . 8-10 
The Guild of Better Shoe Manufactur- 
ers is showing shoes for southern re- 
sort, cruise wear and early spring in 
New York City The week of Sept. 9 
Advance Spring Shoe Market, New 
England Shoe and Leather Associa- 
tion, Hotels Statler and Touraine, 
Boston .. see Sept. 29-Oct. 3 
Canadian Shoe ‘ond " Leather Fair, 
Sheraton-Mount Royal Hotel, Mon- 
treal, Canada 
Annual Convention, National 
Travelers Association, Hamilton Ho- 
tel, Chicago ...... Oct. 23-25 
National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Retailers Association, Chicago 
Oct. 27-31 
Spring Shoe Show, Northwest Shoe Trav- 
elers Association, Hotel St. Paul, St. 
Paul . 
Detroit Shoe Fair, Michigan Shoe Trav- 
elers Club, Wolverine Hotel, Detroit 
Nov. 3-5 
Spring Shoe Show, Pacific Northwest 
Shoe Travelers, Olympia and New 
Washington Hotels, Seattle ....Nov. 3-5 
Shoe Show, lowa Shoe Travelers, Hotel 
Fort Des Moines, Des Moines, Ia. 
Nov. 10-11 
Shoe Show, The Ohio Shoe Travelers 
Club, Deshler-Hilton Hotel, —_ 
bus. Nov. 10-12 
Sociee Shoe Show, Indiana Shoe Trav- 
elers' Association, Severin Hotel, In 
dianapolis . -Nov. 10-12 
Spring Shoe Foir, The Southwestern 
Shoe Travelers Association, Adolphus, 
Baker, Statler-Hilton and Southland 
Hotels, Dallas Nov. 10-13 
Spring Shoe Show, Southeastern Shoe 
Travelers, Inc., Henry Grady, Dinkler 
Plaza, Peachtree and Piedmont Hotels, 
Atlanta ... -Nov. 10-13 
Spring Shoe Show, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn- 
Sheraton, Pittsburgh . 16-19 
Pacific Travelers’ Shoe Show, Hotel Van- 
couver, Vancouver, B. C. ....Nov. 16-21 
Heart of America Shoe Show, Central 
States Shoe Travelers, Hotels Muehle- 
bach and Phillips, Kansas City, Mo. 
Nov. 17-19 
Shoe Show, West Coast Shoe Travelers 
Associates, Inc., Biltmore and Alex- 
andria Hotels, Los Angeles ....Nov. 17-20 
Spring Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklahoma City .... -Nov. 24-25 
Spring Shoe Show, Mountain States 
Shoe Travelers Association, Albany 
Hotel, Denver ... -Nov. 24-26 
Grand Rapids Shoe Fair, Michigan Shoe 
Travelers Club, Pantlind Hotel, tomy 
Rapids, Mich. Nov. 24-26 
Spring Shoe Show, “The Middle Atlantic 
Shoe Travelers’ Association, Inc., Ben- 
jamin Franklin Hotel, Philadelphia 
Nov. 24-27 
Spring Shoe Market, Midwest Shoe Trav- 
elers' Association, Morrison Hotel, 
Chicago 
Popular Price Shoe Show of America, 
Hotels New Yorker, Sheraton-McAlpin 
and the New York Trade Shoe Build- 
ing, New York City 


Sees 
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Chief Sitting Pretty, 


J 
Say. “Put-um smile on face, cash in 


register — put-um in Laconians!” 


. . for with Laconians you've got the 
sure, the easy, the proven way to 
profits. Fast overnight stock service 
lets you order only what you need 
— from the most complete tots-to-teen 
line ever tucked in tissue! Let ‘em ask for 
any shoe, anytime — you've got it right 
when they want it — in a volume price 
range that leaves you a nifty net. Laconians 
value leaves you far ahead, too — 
laboratory proven equal or $4.50 - $6.95 
superior to 4 other nationally : 
advertised brands $2 and $3 retail 
more retail! Why not join the 
happy tribe of retailers who 
never-have-a-worry because 
they have Laconians. 
Write or call, today! 


LACONIAN SHOES CORPORATION, LACONIA, NEW HAMPSHIRE 








y \ 





a al ae 
They’ ll be worth waiting for... count Talked to the factory yesterday ... and 
on it. I’ll call you the minute they arrive. they are shipping them special. 





Will this happen in your store 


during the back-to-school rush ? 


SO Pm 
GF > 


Pa 


Se. 





e) 


* 










~ 
\ ~ AS 


Great style! Wonderful . . . but we don’t Wouldn’t you know! Just sold the last 
have a pair now. Soon, though. pair yesterday . . . more on the way. 














ry 
Exactly what you want...and when Gosh! They should be here any day. 
they get here, they'll be great. We’re expecting them real soon. 

















e Take time to re-size right now! 


You can’t make a profit from smiles and excuses. . . it takes 

stock in your store. When customers want shoes for their children, 
they won’t wait. And, when you lose that sale, chances are you lose 
the “repeats” that would follow. 


Look—why not play it safe? Now, even though you’re busy with school 
sales, check your stock. Anticipate the sales you'll make after the 
school season. Get your order in today and we’ll work with you so you can 


sell a smile and shoes, too. 





FINE QUALITY CHILDREN’S SHOES SINCE 1882 





Curtis - Stephens - Embry Co., Inc. READING, PA. 


SAMPLES IN: Room 411, Marbridge Bldg., 47 W. 34th St., New York City 
Room 805, Alexandria Hotel, 5th & Spring Sts., Los Angeles 


the MILLION DOLLAR 


Suniors 


A complete line of IN STOCK Children’s 
Shoes from tots to teens. QUALITY CON- 
STRUCTED to insure PERFECT FIT .. . and 
always EXCITINGLY STYLED for easy selling. 
Suggested retail for most styles 55,50 
to ‘6.95 A tew styles slightly higher. 


BARON 
Welt 
Biack and Tan 
with 
Beaver Grain Plug 


Write us for franchise 
for your city 


AMERICAN JUNIORS SHOE COMPANY, INC. 


ONE ISLAND STREET, LAWRENCE, MASS. Division Consolidated National Shoe Corp. 
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SUPERGRIP 


Sets the Pace 
for Good Bonding 


In hundreds of factories, Supergrip is setting the standard for a quality, 
reliable product. And the number of users is increasing steadily as more and 


more factories find out that Supergrip offers more. 


For example, top grade materials and blending methods provide bond 


strengths that take a big worry out of cement shoemaking. 


Add to this the extra mileage Supergrip gives, the cement know-how 
that stands behind every 
gallon of Supergrip 
and it’s easy to see 
why Supergrip is the 
shoe industry’s num- 
ber one name in sole at- 


taching cements. 


If you want to be sure you’re getting 

the best value for your cement dollar 
call your nearest United branch office. 
We'll help you select the right cement for 
your methods and materials and arrange 


a demonstration. 


SUPEAGAIP cements 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASS. 





IN UNIFORM SHEETS 


.. . FROM THE WORLD'S LARGEST PRODUCER OF SHOE SOLING MATERIALS 





on the feet 


... With the luxury feel 
that adds sales appeal! 


EVERFLEX by Biltrite is the lightweight sole that cuts costs 
while it adds a selling ''plus''! Here's the lowest cost 
lightweight resinous soling on the market. 
The supple flexibility and remarkable lightness are 
instantly apparent, giving shoes that special ‘extra touch 


of quality" that helps you sell. With all its marvelous 


lightness, EVERFLEX is durable, too... helps build sales! 


BILTRITE 


HEELS AND SOLES 


AMERICAN BILTRITE 


RUBBER COMPANY 


CHELSEA 50, MASS. 


Warehouses: 4464 District Boulevard, Los Angeles — 1010 Gratiot Street, St. Louis 
In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que. 








IN LEATHER, 


Today's leathers mean excitement, color and elegance 
in women’s fashions. But there’s a new lightness afoot... 
a light feeling...a casual air. Hand sewn Moxees, 
styled by the Belgrade Shoe Co., of Auburn, Maine 
reflect this flair for fashion...this trend to leisure-time 
footwear. And, as illustrated here, the leather is 
Rueping’s TOMAHAWK...smooth and lustrous... 


wonderfully comfortable...and casually yours! 


MOXEES 


BY BELGRADE 


SHOES: Cushion Arch 
Style No. 6002 Brown 
Belgrade Shoe Co., Auburn, Maine 


LEATHER: Rueping’s TOMAHAWK 
Color No. 1008 


RUEPING 
fire leadlect, fot fie thle 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 











Headlines azd Kootnotes 





Top Brass Available for Talks at Chicago 





Buyers Given Opportunity to Discuss Problems with Executives 
Of Manufacturing Firms; Store Management Clinic Also Feature 


CHIcAGO—Everyone, on occasion, 
thinks he could tell the expert how to 
do a better job, and the shoe retailer 
is no exception. There are times when 
he’d like to pick up the phone and tell 
the president of Giant Shoe Corpora- 
tion how to make a smoother lining, a 
softer insole, or even a better shoe box. 

But the complexities of modern in- 
dustry are against him. Even if he 
were able to reach the president, he 
could scarcely afford the time it would 
take him to do it. 

For five days this fall—Oct. 27-31— 
shoe retailers will be given this unique 
opportunity at the 1957 National Shoe 
Fair. A _ retailer who attends this 
year’s exhibition in Chicago will be 
able to walk up to the top executives of 
his supplying companies and discuss 
any individual problem he has in mind. 

He can talk company policy with the 
vice-president, marketing with the 
sales manager, or hide quality with 
the leather buyer. When he is finished, 
he can walk a few feet and discuss the 
same topics with the executives of a 
competing firm. 

He will be able to confer with more 
leaders of the shoe industry in five 
days at the National Shoe Fair than 
he would in five months, traveling from 
factory to factory. 

The retailer also will be given the 
opportunity to compare the lines of 
shoes offered by his supplier with those 
of competitors in the same price range. 
With more than 800 shoe manufactur- 
ers displaying their wares, he can pick 
and choose among every conceivable 
grade and style. 

In addition to the “bread and butter” 
lines, the shoe retailer will find a wide 
assortment of periphery items—style 
and special occasion shoes that would 
brighten and lend variety to his stock. 

If he has a management problem, he 
can avail himself of expert advice with- 
out charge at a store management 
clinic conducted by specialists from the 
Northwestern University School of 
Commerce. 

No less important—the Fair will en- 
able retailers to meet and compare 
notes with their colleagues from every 
section of the country. 

In short, if a shoe retailer has any 
problems about the shoe business to get 
off his chest, the 1957 National Shoe 
Fair is by far the most interesting and 
enjoyable place to do it. 
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Brown Plans Extensive 
Display During Shoe Fair 

St. Louis, Mo.—Brown Shoe Com- 
pany announced it will display all of 
its brands as well as other phases of 
its operations in the Exhibition Hall 
of the Conrad Hilton Hotel, during the 
National Shoe Fair. 

The hall, with 30,000 square feet of 
space will be divided into 16 areas to 
present the Brown Shoe Company 
“Shoerama.” Complete new spring, 
1958, lines will be displayed in areas 
off the main concourse. Photo murals of 
Brown Shoe Company offices, plants 
and production facilities will be dis- 
played in the concourse. 

The Brown Franchise division will 
use a large area to illustrate the ser- 
vices and features of its program, and, 
the Brown Shoe manufacturing and 
advertising divisions will use large 
display areas to present comprehensive 
information of their functions. Com- 
plete advertising campaigns and exten- 
sive merchandising services for all 
Brown Shoe Company retailers will be 
pictured in the advertising section as 
well as displayed throughout the sales 
division areas and other locations in 
the large hall. 


Underhill Replaces Neagle 
As IS Executive Director 


BostoN—Frank Underhill has been 
appointed executive director of Inde- 
pendent Shoemen, it was announced 
here. He replaces Jack Neagle, who has 
moved to another position outside the 
shoe industry. 

Mr. Underhill has an extensive 25- 
year background in the shoe industry 
in sales and executive posts. He was 
for 15 years associated with Inter- 
national Shoe Company, and for five 
years with the R. J. Potvin Shoe Com- 
pany, and also more recently, with 
General Shoe Corporation. 

His invaluable background covers all 
major segments of the industry—from 
production and wholesale to retail and 
distribution. He has served in various 
roles: shoe traveler, sales manager, 
production control, merchandise man- 
ager, promotion and advertising, as 
well as in retail shoe store operations. 

He will make his headquarters at the 
I. S. offices at 10 High Street here. 








Compo Names Vonckx 
Sales Vice-President 


WALTHAM, MAss.—Compo Shoe Ma- 
chinery Corporation has elected Paul 
N. Vonckx as vice-president in charge 
of sales, John F. Smith, president, an- 
nounced. Mr. Vonckx in his new posi- 
tion will administrate all sales and 
service activities of Compo Shoe Ma- 
chinery Corporation. 


VONCKX 


Mr. Vonckx is a graduate of Harvard 
University. He joined Compo after 
serving with International Shoe Ma- 
chinery Corporation as executive vice- 
president and director for three and 
one-half years. Previously he had been 
connected with Holly Shoe Company 
as sales manager; Stetson Shoe Com- 
pany, sales manager, men’s division; 
and Regal Shoe Company, assistant to 
the president. 

During World War II, Mr. Vonckx 
served as a lieutenant commander on 
the Navy Footwear program at the 
Bureau of Supplies and Accounts, 
Washington, D. C., and later at Naval 
Clothing Depot, Brooklyn. 

Prior to joining the Navy, Mr. 
Vonckx was, for a period of 12 years, 
employed by United Shoe Machinery 
Corporation in various capacities. 


PAUL N. 


Frankford Tannery to Close 


St. Louis—International Shoe Com- 
pany, through R. H. Richards, vice 
president, has announced that it will 
close its Frankford tannery in Phila- 
delphia, Pa. 

Mr. Richards said the closing was 
necessary to bring the company’s sole 
leather production into balance with its 
requirements. 

The Frankford tannery is expected 
to cease operations some time in Oc- 
tober. Approximately 170 persons will 
be affected. 
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Samuel Sandler Elected to Head A. Sandler 


New officers elected by the A. Sandler Company are, left to right, Herbert 

Copeland, vice-president in charge of sales; Joseph Bloom, treasurer; Samuel 

Sandier, president and chairman of the board; Max Sandler, vice-president and 

secretary; William Giddon, vice-president in charge of styling and advertising, 
and Louis Klamberg, vice-president in charge of merchandising. 


Boston—Samuel Sandler, who with 
his brother, the late Jack Sandler, was 
a co-founder of the A. Sandler Com- 
pany, has been elected president and 
chairman of the board of that company. 
Samuel Sandler had been treasurer of 
the firm. 

Max Sandler, another brother, has 
been elected vice-president and will 
continue as secretary. Joseph Bloom, 
formerly assistant treasurer, has been 
elected treasurer, with Herbert Gold- 
berg assuming the duties of assistant 
treasurer. 

The board of directors lists three for- 
mer directors: Samuel Sandler, Max 
Sandler and Joseph Bloom; and adds 
three new directors: William Giddon, 
executive vice-president in charge of 


styling and advertising; Louis Klam- 
berg, vice-president in charge of mer- 
chandising and Herbert Copeland, vice- 
president in charge of sales. 

Mr. Giddon has been with Sandler 
for the past 13 years, prior to which 
he was shoe buyer for R. H. Macy 
Corporation. Mr. Klamberg, who has 
been with Sandler for 14 years, was 
formerly shoe buyer for Filene’s, and 
Mr. Copeland has 15 years’ experience 
at Sandler’s, many of which he served 
as director of sales. 

Other appointments include Robert 
Topaz, formerly assistant sales man- 
ager, as coordinator of activities be- 
tween the six Sandler factories and the 
home office in Needham, Mass. His 
former duties will be assumed by Rob- 
ert Platen, assistant sales manager. 





Young Timers’ Department Opened by I. Miller Salon 


NEw YorK—A new shoe salon was 
opened recently at Henri Bendel spe- 
cialty shop here as part of the enlarged 
and re-decorated Young Timers’ floor, 
designed by H. McKim Glazebrook and 
executed by Sherburne Associates. The 
shoe department is part of the I. Miller 
salon on the main floor and is under 
the direction of Nadine de Puisioux. 

“Millies” and “Millies” International 
will retail for $12.95 to $16.95, In- 
genues and Ingenues International for 
$18.95 to $21.95. The Internationals, in 
each instance, are made in Italy and 
are entirely new. Niches and bird cages 
make attractive display units. 

Styles include tapered toe pumps on 
high and medium heels, “belted” or 
strap shoes and some flats in pumps 
and two-eyelet ties. Featured colors 
are an I. Miller exclusive Brown #9 
and two reds—scarlet, college red and 
a deeper red with a bluer cast. Fur 
tones are emphasized in Brown #9 and 
in Red Fox, a warm russet shade. Gray 
and the Miller brown have been com- 
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bined in both high and flat heels. Bronze 
kid is used in daytime and after-five 
styles. 

One high heel shoe from Italy has 
a crepe sole and is extremely flexible. 
Three fringed Italian flats are very 
feminine. Heels, it was noted, are a 
little lower—many from 19/8 to 15/8 
—and slightly heavier. 

Fabric shoes will be featured. Tweed 
and flannel are already in the store. 
Felts for day and evening, crepes, 
satins, textured silks dyed-to-match or 
blend with costume colors and a range 
of prints and rich brocades will be 
added shortly. 


Sells Lown Shoe Interest 


Nicholas J. Grossman of Lown Shoe 
Company, Auburn, Me., since 1931, an- 
nounced the sale of his interest in 
Lown Shoe Company to P. W. Lown. 
Mr. Grossman intends to remain within 
the field and will announce his plans in 
the near future. 


Price of Shoes Will Climb 
In Canada for Spring, 1958 


Toronto—Canadian shoes will cost 
more next spring. That’s what appears 
from a check on Canadian shoe manu- 
facturers and retailers. By accountants’ 
standards price markups should have 
come in 1957. 


“We didn’t want to kill the buying 
mood of the public by announcing price 
boosts this year,” said Tony Ronza, 
president, Susan Shoe Company. 

“Unless prices climb in 1958 we will 
have to change the character of our 
shoes — eliminate unnecessary trims 
and substitute inferior materials,” a 
large retailer-manufacturer indicated. 

Increased production and labor-elim- 
inating devices could cope with cost 
increases if they could be adopted. But, 
because of the nature of shoe industry 
automation isn’t a likely possibility. 

Per capita shoe consumption—key to 
economies of large scale production— 
hasn’t risen in Canada along with pop- 
ulation growth. 

J. B. Coutts, chief buyer for Maher 
Shoe Stores, said, “assuming business 
conditions continue as they are, there 
will be a rise in retail shoe prices— 
nothing sensational, but it will be 
there.” 


Hides used to be the prime cost of 
leather, but now tannery labor—com- 
paratively cheap in the past—has come 
to dominate the price in the material. 

Higher-priced lines of shoes are ex- 
pected to absorb most of the price 
increases. 


Wages in the Shoe Industry 
Subject of Survey by U. S. 


LYNN, Mass. — Shoe workers em- 
ployed in women’s shoe factories here 
averaged $1.61 per hour in wages dur- 
ing April of this year, the U. S. Bureau 
of Labor Statistics reports. 

A survey conducted recently by 
Wendell D. MacDonald, regional direc- 
tor, found that male shoe workers in 
the area averaged $1.95 straight-time 
hourly earnings while women averaged 
$1.35 per hour. Factories included in 
the survey produced women’s cemented 
medium and low-priced shoes. 

In a study of wages by key occupa- 
tions, the bureau found that men em- 
ployed as machine cutters averaged 
$2.34 per hour, bed machine operators 
earned $2 per hour, and treers $2.01. 

Fancy stitchers, the largest occupa- 
tional group studied among women 
averaged $1.49 per hour while hand 
pasters, backers and fitters received 
$1.19 hourly. The majority of workers 
also received one week’s paid vacation 
after one year and two weeks’ after 
five years service. Four of five workers 
had seven paid holidays per year. 

Mr. MacDonald said a similar survey 
was recently completed in Haverhill, 
results of which will be announced 
shortly. 
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Press Gets Preview 


Of New Easy Goers 


NEw YorK—The new line of Easy 
Goers, for resort and later wear, now 
being made in one of the Sandler fac- 
tories in Needham Heights, Mass., was 
shown to the press recently prior to the 
opening of a showroom in the Empire 
State Building. Prices will range from 
$8.95 up to $10.95 for the flats and 
$12.95 for the “little” 14/8 heels. 

An important new development in the 
line is this 14/8 “little heel” soft shoe. 
The style concept of these new Easy 
Goers has been widened to include the 
little heel series of pumps, flats, wed- 
gies of the Logroller type, dressier 
wedges on 21/8 heels, mules on cork 
wedges with Italian-inspired medal- 
lions on the wide band of the vamp, 
casual types in sandals or closed moc- 
casins and real sports shoes. 

The wide range of sliplasted wedgies 
include low heel types as well as the 
high style versions. Constructions are 
of three kinds: sliplasted, compo and 
stitchdown. Interesting new styling has 
been given to the stitchdowns. 

Important themes running through 
the line are a new textured leather, 
“Doodle,” the red, white and blue com- 
bination and medallion perforations 
used in new ways on mules, T-straps 
and sling pumps. One of the ideas 
stressed in the line is the use of the 
same leathers, colors and motifs on a 
variety of styles and types to provide 
the same style interest to all types of 
women, according to Paul Roberts, gen- 
eral manager of the new Easy Goers. 





Shoe Prize Foreshadows 
Belgian Try for Markets 


BRUSSELS, BELGIUM—A national 
prize is to be awarded to both the most 
artistic Belgian footwear creation and 
the best orthopedic shoe at the Third 
National Exhibition of Leather, Foot- 
wear and Sporting Equipment to be 
held through October 19-23 at Ghent, 
Belgium. 

This national prize is the first to be 
awarded in Belgium and in the his- 
tory of the industry. Already some of 
the country’s leading manufacturers 
have sent in exclusive models. Amongst 
these the orthopedic footwear of the 
Landa Shoe Company has been given 
particular attention. 

Reason for this prizing of Belgian 
footwear creations is the intention of 
the national federation to develop for- 
eign markets for the industry. Only 
two or three of the major Belgian firms 
are equipped to undertake such trade, 
but accent is also being laid on quality 
and originality of appeal which, it is 
hoped, will provoke still greater inter- 
est abroad. 
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Colorado Governor Accepts 
Invitation by Shoe Travelers 


DENVER—Gov. Stephen A. MecNichols 
of Colorado has accepted an invitation 
to speak at the luncheon-meeting of 
the Denver Spring Shoe Show at the 
Albany Hotel, Sunday, November 24. 
The show, sponsored by the Mountain 
States Shoe Travelers Association, will 





FRANK PHILLIPS 


open November 24 and continue 
through November 26, with all regis- 
tered retailers as guests of the associa- 
tion at the luncheon. 

Frank M. Phillips, Denver, president 
of the association, said that Governor 
MeNichols’ appearance before the shoe 
men of the mountain states area will 
mark the first governor’s attendance at 
a shoe fair here in more than 25 years. 
Approximately 600 retailers are ex- 
pected to attend the show this fall, 
when a record number of exhibitors is 
expected. Several West Coast and 
Texas firms have added to the exhibi- 
tors’ lines. 

At a board of directors’ dinner-meet- 
ing held at Mr. Phillips’ home in late 
August, R. E. Schuster, executive sec- 
retary of the association, and Mr. Phil- 
lips were named to represent the as- 
sociation at the annual meeting of the 
National Shoe Travelers Association 
in Chicago, October 24, preceding the 
opening of the National Shoe Fair. Ad- 
ditional plans for the Denver show 
were to be made at a dinner-meeting of 
the board of directors of the Mountain 
States Shoe Travelers Association and 
its women’s auxiliary September 21 at 
the Denver home of a director, D. D. 
Lindley. 


—_———_ 


Essex Develops Leather Line 


New York—The development of a 
complete line of “Arctic Seal” leather, 
a new fashion grain for men’s and 
women’s shoes was announced by 
Charles Green, sole distributor of this 
leather to the shoe industry. 

The leather, developed by the Essex 
Tanning Corporation, is available in 
lustre-toned finishes in all Tanners’ 
Council colors for spring, 1958, accord- 
ing to Eric Isler of the corporation. 








John J. Walsh Rejoins 


Hamilton Shoe Company 


St. Louis—John J. Walsh, formerly 
with Camille Designs, Inc., has rejoined 
the Hamilton Shoe Company as vice- 
president to coordinate styling. Mr. 
Walsh was an original founder of the 
Hamilton Shoe Company, along with 
C. D. P. Hamilton, III, president since 





JOHN J. WALSH 


the 1938 inception of the firm. 

According to Mr. Hamilton, Mr. 
Walsh’s post is a new one, brought 
about by Hamilton’s acquisition of 
Boyd-Jones Shoe Company early this 
year. All other officers of the Hamil- 
ton Shoe Company remain the same: 
Harry Bennigson, executive vice-presi- 
dent and general manager; B. Victor 
Fister, vice-president in charge of 
manufacturing; and Everett R. Ham- 
ilton, secretary and treasurer. 

Hamilton Shoe Company manufac- 
tures four nationally known brand 
names of shoes: 

Delmanette, Penaljo and through 
its subsidiary, Boyd-Jones Shoe Com- 
pany, Peacock and Rice-O’Neill shoes. 

John Walsh will coordinate the styl- 
ing of the four lines. Bernice Shaftan, 
who is fashion director of Hamilton 
Shoe Company, will continue to style 


the Delmanette and Peacock lines. 
Hank Burns will continue to style 
Penaljo, and Harry Williams, Rice- 


O’Neill shoes. 

Mr. Walsh is considered one of the 
most creative stylist in the shoe in- 
dustry, both in the United States and 
European style centers. In this new 
position at Hamilton Shoe Company, 
Mr. Walsh will devote his full time and 
talents to the company. In recent 
years, while associated with Camille 
Designs, he had also served as a stylist 
for such well-known St. Louis shoe 
firms as Johnson, Stephens & Shinkle, 
Town and Country and Johansen Bros. 


Found Nebraska Shoe Store 


GRAND ISLAND, NEB.—The Kernan 
Shoe Company has been formed here to 
operate a family shoe retail business 
by Marietta Morris and Francis L. 
McLaughlin, both of Grand Island. Au- 
thorized capitalization is $100,000. 
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Census Reveals Shoe Sales Up 30 Per Cent 


NESLA Analysis of Federal 1948-1954 Figures Shows Shoe Store 


Total of $1,895,252,000 in °54; 


Boston—During 1954, sales of 23,- 
847 retail shoe stores in the United 
States amounted to $1,895,252,000, or 
an increase of 30 per cent over the 1948 
sales of $1,460,608,000, according to the 
New England Shoe and Leather Asso- 
ciation’s analysis of final reports of the 
U. S. Bureau of the Census, 1954 Cen- 
sus of Business. This growth in sales 
volume was accompanied by an increase 
of 24 per cent in the number of shoe 
stores—from 19,201 shoe stores in 1948 
to 23,847 shoe stores in 1954. 

Complete sales data is not available 
by type of shoe store (e. g., men’s, 
women’s, children’s, family). However, 
$1,817,564,000 of sales so analyzed re- 
vealed that men’s shoe stores accounted 
for $184,822,000 of sales, women’s shoe 
stores $448,537,000, children’s and ju- 
veniles’ shoe stores $40,896,000 and 
family shoe stores $1,143,309,000 for 
the year 1954. 

One of the most significant facts re- 


Thirteen States Do 71 Per Cent 


vealed by the NESLA Research Bu- 
reau’s analysis of 1954 retail shoe sales 
is the heavy concentration of retail 
shoe markets in specific states and geo- 
graphical areas. Thirteen states, each 
with an annual gross volume of shoe 
sales during 1954 of over forty million 
dollars, reported total sales of $1,344,- 
016,000, or 71 per cent of all sales in 
the country. These states, in the order 
of their sales importance, are New 
York, California, Pennsylvania, Illinois, 
Ohio, Michigan, Texas, New Jersey, 
Massachusetts, Indiana, Florida, Wis- 
consin and Missouri. 

In regard to market concentration by 
geographical areas, the 1954 census 
figures show that the heaviest concen- 
tration of sales was in the Middle At- 
lantic area (New York, New Jersey 
and Pennsylvania), which led all other 
areas with total sales of $494,111,000 
or 26 per cent of total U. S. sales, up 
16 per cent from 1948. 





National Shoes Increases 
Ad Budget by 18 Per Cent 


NEw YorkK—National Shoes, Inc., re- 
tail shoe chain, has increased its fall 
advertising budget by 18 per cent over 
last year as a result of the concern’s 
expanded sales volume. The new cam- 
paign, directed by Emil Mogul Com- 
pany, Inc., advertising agency, opened 
recently with a double-spread adver- 
tisement in the New York Daily News 
keyed to a back-to-school theme. 

The record drive will utilize news- 
papers, broadcasting media and 
Parents’ Magazine. One or more in- 
sertions of double-page, full-page and 
other sizes are scheduled weekly for 
newspapers of a dozen cities in New 
York, New Jersey, Connecticut, Mas- 
sachusetts and Maryland. The chain 
operates 136 popular-price, family shoe 
stores in the five states and plans to 
open additional stores during fall. 

On radio, National Shoes will set a 
new high in the frequency of its mes- 
sages. Employing programs, participa- 
tions and spots, the company will have 
an average of 690 announcements a 
week on 27 stations. 

The firm will also continue co- 
sponsorship of “The Children’s The- 
atre” with Ray Forrest, telecast by 
WRCA-TV, New York, on Saturday 
mornings. 


Canadians Seek New Tariff 


OTTAWA, CANADA—A protective tariff 
to raise the price of imported rubber 
footwear as high as 90 per cent is 
being sought by the Canadian rubber 
footwear industry and the Canadian 
Labor Congress. 

The countries that would be affected 
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include India, the United States, the 
United Kingdom, Hong Kong, Japan 
and Czechoslovakia. A separate agree- 
ment is also being requested that would 
limit India’s rubber-soled canvas foot- 
wear exports to Canada to 250,000 pairs 
annually. 

Currently, rubber-soled canvas foot- 
wear imports are charged a general 
tariff rate of 40 per cent. British shoes 
receive a preferential tariff of 20 per 
cent. Rubber boots have a_ general 
tariff of 25 per cent. Britain pays no 
tariff on this item. 


PPSSA Invites Allied 
Products Suppliers to Exhibit 


NEw York—Suppliers of allied prod- 
ucts are being invited to use open dis- 
play space on the second floor of the 
New York Trade Show Building during 
the forthcoming Popular Price Shoe 
Show of America, December 1-5, the 
show management disclosed. 

A number of firms who have not ex- 
hibited at recent PPSSA’s because 
suitable open display space was not 
available are planning to participate 
in the December show, according to 
Edward Atkins and Maxwell Field, co- 
managers. Products include machinery, 
shoemaking components and style 
items. 


Shoe Fabric Association Set 
For Wide Publicity Campaign 
New York—The National Shoe Fab- 
ric Association, composed of the 18 
leading shoe fabric manufacturers in 
the country, has retained Lubar and 
Singer, 111 East 39th Street, to con- 
duct a national public relations and 
publicity program, it was announced 


by Gilbert Freeman, president of the 
trade association and of Gilbert Free- 
man, Inc., of Boston. 

The purposes of the program are: 
1) to project to the consumer through 
newspapers, fashion magazines, televi- 
sion and radio, an increased aware- 
ness of the fashion importance, versa- 
tility, range and wearability of fabric 
footwear; 2) to project to the trade— 
shoe manufacturers, designers, stores 
and the fashion industry in general— 
the trends and developments in shoe 
fabric design and manufacture as well 
as the heightened consumer sales of 
fabric shoes. 


Leather Promotion Tie-In 
Planned with 37 Big Stores 


NEw YorK—Store-wide leather pro- 
motions designed to move more quality 
shoes and accessories during the fall 
buying season by cashing in on the 
fashion importance of leather will be 
conducted in leading department stores 
of the East and Midwest throughout 
September. 


The promotions, based on the natural 
advertising themes of Leather In- 
dustries of America, will be carried out 
jointly with LIA. 

Promotions have already been sched- 
uled in prominent stores in Milwaukee, 
St. Louis and Clayton, Mo., Washing- 
ton, D. C., Richmond, Va., and Boston. 

Display aids specially prepared by 
LIA will be used. Local newspaper ad- 
vertisements, and in some instances 
special shoe sections, will be carried 
during the promotion. 

LIA displays will also be featured 
throughout the stores — sometimes in 
as many as 20 departments. These, as 
well as the newspaper ads, will be tied 
in with LIA’s advertising themes for 
early fall: “Leather for Grand En- 
trances” and “Leather Captivates the 
Long, Lean, Lithe Look” in the New 
Yorker and Vogue magazines, and 
“Leather and You” in Charm. 

Members of the LIA staff will be 
in each store to serve as commentators 
at fashion shows and to arrange for 
special radio, TV and press coverage. 
They will also hold sales clinics for 
sales people. 

All together, 37 major department 
stores have planned leather promotions 
with LIA between now and the end 
of the year. 


Marion Marsh Executive V-P 


The caption for the picture on page 
23 of the September 1 issue of BOOT 
AND SHOE RECORDER showing five mem- 
bers of Shoe Women Executives work- 
ing on plans for a fashion presentation 
at the National Shoe Fair, erroneously 
designated Marion Marsh as former 
vice-president. She is executive vice- 
president in the current roster of of- 
ficers of the organization. 
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Here is a black suede that will increase your sales because 
your customers can see and feel the superiority of the 


new Evans Black Knight Impregnatized Suede. 


Get your hands on it! Feel it! See it! Prove to yourself 
that here at last is a black suede with a far better hand 


.--a softer nap... a velvety blacker black. 


GET YOUR HANDS ON EVANS 


Black hnight 


TRADE MARK 


IMPREGNATIZD J CUE DE 











Another in the Evans family of fine leathers: 
BROGANDI + CARA « BLACK (RUBY) KID » PEERLESS KID + JIMMY PIG 


JOHN R. EVANS & COMPANY 


Camden, New Jersey 


1857 «- OUR HUNDREDTH ANNIVERSARY + 1957 






The H ouse of Uniform Quality Leathers — A Member of the Kid Leather Guild 








The big buying show is even bigger. . NOW! IT 


TAKES 3 
TO HOLD 
THE PPSSA 


Yes, three — the Hotel New Yorker, the 
Sheraton-McAlpin Hotel—and now, the 
fabulous New York Trade Show Build- 
ing! That’s how big this year’s Popular 
Price Shoe Show of America will be. 
The date’s December 1-5. And it’s first 
come, first served. So get your official 
application blank now — and shoot it in 
to us without delay! 
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HOTEL NEW YORKER 


N.Y. 
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PPSSA applications at: POPULAR PRICE SHOE SHOW OF AMERICA, 210 Lincoln St., Boston 11, Mass. 


National Association Shoe Chain Stores and New England Shoe & Leather Association, sponsors and operators of Popular Price Shoe Show of America. 
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Fditorial Outlook 





The Pinched (?) Consumer 


HE staying power of American consumers and 

the elasticity of their purse strings are truly re- 

markable. For almost a year now they have suc- 
cessfully withstood the onslaught of steadily increasing 
living costs. 

July saw the Bureau of Labor Statistics Consumer Price 
Index hit a new high of 120.8 per cent of the 1947-49 
average. This 0.6 per cent step-up automatically brought 
wage increases of one to six cents an hour to 1,300,000 
workers employed under contracts containing escalator 
clauses. 

Prices for most food items in the family market basket 
were up substantially. Apparel prices declined an average 
of 0.1 per cent, footwear was up 0.3 per cent with women’s 
shoes contributing most to the increase, according to 
B.L.S. 

July had been expected to stem the rising tide in living 
costs. Now, government authorities look to August for 
the leveling off, forecasting either “slight increases” or 
“slight declines.” 

August figures will not be available until the later part 
of September but it is quite likely that the family’s grocery 
bill, which continued upward, will again raise the index. 
Despite these increases, mom and pop found the neces- 
sary dollars to outfit the kids and send them back to 
school in new clothes and shoes. Reports of back-to-school 
shoe business indicate that it was “as good” as it was in 
‘56 in most places and “better” in many others. 

At the same time there are definite indications that the 
consumer is becoming increasingly conscious of steadily 
rising living costs. Even though a mother may never have 
heard of the B.L.S. Price Index, she is, nevertheless, aware 
of a sudden jump of 10 cents in the cost of a pound of 
bacon or 7 cents in the price of a dozen eggs. 

When these increases occur too often and become ex- 
cessive, she has the alternative of buying less bacon and 
fewer eggs. Unfortunately, however, she adopts what 
seems to her to be the simpler expedient of making her 
own or her husband’s coat or shoes do for another season. 

The battle of words which Walter Reuther and the 
management of the “big three” automobile companies are 
waging, with its attendant fanfare in the press, is causing 
millions of people, who thus far have been conscious of 
inflation only as a mild irritation, to give more serious 
thought to the wage cost spiral. Apparently there is a 
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real battle brewing between now and next June when the 
automobile labor contracts expire, and the publicity it 
will create will further emphasize living costs. 

Ford’s answer to Reuther’s suggestion that manufactur- 
ers reduce the price of ’58 cars pointed out that labor costs 
are the principal cause of higher automobile prices. A 
company announcement that ’58 cars would cost approxi- 
mately $100 more dramatically underscored Ford’s answer. 

The confidence which automobile manufacturers are dis- 
playing in the ability of the consumer to pay high prices 
was evidenced, too, in a statement by Ernest R. Breech, 
Chairman of the Board, Ford Motor Company, at a press 
preview of their recently launched Edsel car. Breech was 
glowingly optimistic that the American standard of living 
would continue to rise in hand with our continuing eco- 
nomic growth. He refused to believe that there was a 
market for smaller, less expensive European type cars. 

Large space advertisements which broke in newspapers 
after the preview proclaimed the size of the company’s in- 
vestment in the new venture and its faith in the strength 
of the American economy. “The continuing challenge of 
keeping up with you (the consumer) is what keeps men 
young in the automobile industry,” the announcement ad 
read. This is courageous advertising and it reflects coura- 
geous thinking! 

It’s typical of the tough kind of competition which 
manufacturers of other consumer goods may expect from 
the automobile industry in °58. 

In the shoe business, advertising appropriations have a 
disturbing way of rising and falling with profit margins. 
With far too many manufacturers an advertising budget is 
readily transferable to another account when new lasts and 
patterns are needed. All too often, second half advertising 
programs are curtailed when the fetish of holding price 
lines results in diminishing profit margins. 

The automobile industry is girding for its most competi- 
tive year and with its confidence that the American con- 
sumers want and have the ability to pay for luxury cars. 
And it is betting on continuing elasticity of their purse 
strings to pay the higher price ticket they will carry. 

Whether or not this judgment will be vindicated remains 
to be seen. The shoe industry might well emulate the cour- 
age with which the automobile people face up to reality, 
their confidence in the accuracy of their judgment and 
the down-to-earth manner in which they back that judg- 
ment with vigorous advertising and promotions. 





“and they're sewn with nylon... 
the strongest thread used in shoes!” 


WRITE FOR YOUR FREE COPY of “How Important Is Thread 
in the Shoes You Sell?’’ E. I. du Pont de Nemours & Co. 
(Inc.), Textile Fibers Department, Wilmington 98, Delaware. 
Du Pont makes the nylon and “‘Dacron’’ fiber used by lead- 
ing thread manufacturers to produce their finest threads. 


If you can show customers why the shoes you sell have 
stronger seams—if you can point out the extra strength, 
extra neatness of nylon thread stitching—you have a 
real selling point. 

The use of nylon thread in many top lines of shoes is 
an indication of shoe manufacturers’ continuous efforts 
to improve quality and styling . . . to give you a product 
that helps you win—and hold—customers. 

Remember, too, that thread of Du Pont “‘Dacron’’* 
polyester fiber is used in many quality lines of work 
shoes because, in addition to great strength, it gives 
extra resistance to chemicals. 


*““Dacron” is Du Pont’s registered trademark for its polyester fiber. 


REG. U.S. PAT. OFF. 


BETTER THINGS FOR BETTER LIVING ... THROUGH CHEMISTRY 


NYLON SEWING THREAD-—Gives shoes neater, stronger seams. 
Gives you an added selling feature. 
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HE SHOE wort 


THE NATIONAL SHOE FAIR 


Nation's Largest Shoe Convention 


CHICAGO OCTOSER 27, 28, 29, 30, 31 


PALMER HOUSE + THE CONRAD HILTON + CONGRESS + MORRISON 
YOU CAN'T AFFORD TO MISS _ IT! 


BECAUSE: 


@ You'll see over 95% of U.S. Shoe production—also a preview 
of world fashions from 11 nations—plus every style and 
price line for men, women and children. 


Retailers and manufacturers meet—once-a-year opportunity to 
talk to top shoe executives—to exchange ideas and make buying, 
merchandising and promotional plans for Spring and Summer 1958. 


CONVENTION EDUCATIONAL FEATURES: tow to build volume and profit in '58 


@ OFFICIAL OPENING: Nationally known speaker to address the 
industry at Breakfast, 8:30 A.M., Monday, October 28. 


@ SHOE FASHION SHOW AND CLINIC: “Inside Shoes, U.S.A." — 
«What to plan, buy and promote in '58—Luncheon 12:15 Tuesday, 
October 29—Auspices of Shoe Women Executives. 


A NEW COLOR SALES TRAINING FILM produced by McCall's 


Magazine shows ways to increase sales. 


STORE MANAGEMENT AND EXPENSE CONTROL CLINIC: How to 
control expenses and build profits. Conducted by Northwestern 
University Marketing Department. 


PORTFOLIOS FOR RETAILERS’ ACHIEVEMENT AWARDS CONTEST: 
How to better your advertising and promotion. 


WINDOW DISPLAY CLINIC: How to improve your windows for 
greater sales. 


DRAWING FOR FREE TRIP TO MEXICO — all-expense tour for two. 


MAKE YOUR RESERVATIONS EARLY! 


Sponsored and Operated by: 
NATIONAL SHOE RETAILERS ASSOCIATION + NATIONAL SHOE MANUFACTURERS ASSOCIATION 
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p> full sponge insole 


p cushioned arch 
support 


p> cushioned heel 


Built better...to sell better! 


Dealers who carry the Fleetwood line enjoy substantial sales 
increases year after year. 
Fleetwood Oxfords, Bluchers and Sandals combine smart 
appearance with easy comfort. And their advanced 
construction features — such as nylon stitching, reinforced counters 
and rope-design outsoles — assure your customers of long, hard wear. SUITE 705 
The all-around quality of Fleetwoods makes them popular HOTEL MORRISON 
with youngsters and grown-ups alike. 
Stock up now and watch your profits grow! 


TY E Rf Cmpany 


ANDOVER, MASSACHUSETTS, U.S.A. 








| TYER RUBBER COMPANY Footwear Division, Andover, Massachusetts 


Gentlemen: Please send me the latest Tyer Catalog Price Lists on Canvas and Rubber Footwear. 
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Tax-Cut Pressures 
Building Up 


Freight Rate Increases 
Not Ended Yet 


178 Million by 1960 
Official Prejection 


Newsreel 








by George H. Baker 


Tax-cut pressures are building up in Congress. Despite frowns from the 
Eisenhower Administration over the “wisdom” of cutting taxes next year. 
leaders on both sides of the political aisles in Congress talk confidently of 
voting across-the-board cuts in 1958 for both big and little individual 
taxpayers. 

In addition, there’s some hope for reducing the rate applying to 
smaller firms, too. President Eisenhower’s upcoming Conference on Small 
Business (September 24-26) will look into this need, and may quite 
possibly recommend that next year’s session of Congress cut the rate 
applying to firms that earn less than $25,000 a year. 

Ike recently wrote Chairman Cooper of the House Ways and Means 
Committee that he opposes any tax cut law this year, but he pointedly 
left the door wide open for rate reductions in 1958. 

Revenue-wise, the picture is promising for tax reduction, Collections 
are running ahead of the Treasury’s hopes. If the present rate of collec- 
tions holds up, the Treasury may find itself next year with a surplus of 
as much as $2 billion. Of course, federal spending is on the upward 
trend too. But as long as revenue collections continue to outrun expendi- 
tures, the climate for tax cuts next year shapes up as the most favorable 
in years. 


Freight rate increases haven’t ended yet, government officials warn. Rate 
hikes are part of an inflationary cycle of rising costs and prices and 
will probably force further increases in the not-too-distant future, 
they say. 

Recent permission by the Interstate Commerce Commission for an 
increase in railroad freight rates of four per cent in the South and seven 
per cent in all other areas of the country bring total railroad freight rate 
boosts over the past year to 14 per cent in the East, 12 per cent in the 
West and for cross-country shipments, and nine per cent in the South. 

In approving the increases, the ICC noted that “further cost increases 
are imminent.” In the future, however, ICC suggested that future bids 
for rate increases be filed for individual classes of shipments, rather than 
overall hikes. 

The latest rate boost will cost shippers almost $1 billion a year in 
extra shipping charges. 

In addition, trucking lines are expected to seek, and get, similar rate 
increases, further pushing up shipping costs to businessmen. 


This country’s almost fantastic rate of population growth has caused the 
government to again revise its projections as to how many persons will 
be around in the years ahead. 

In its latest prediction, the U. S. Census Bureau figures that today’s 
165 million Americans will become at least 175 million by 1960; 185 by 
1965, and by 1970, will mount to 195 million. 

But using a more optimistic, and probably more realistic statistical 
yardstick, the Bureau predicts that the population will rise to 178 million 
by 1960; to 192 million by 1965, and a whopping 208 million by 1970. 

In the past, the Bureau’s highest forecasts have in every case proven 
too conservative. So barring a major war or other disaster, businessmen 
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Tax Relief in °58? 





by 1970 should be supplying goods and services for many more than 
208 million persons. 

By 1970, California probably will be the leading state in population, 
according to a new report of the U. S. Census Bureau. 

The state of New York, which has always been in top position ever 
since the first census was taken in 1820, thus will be dropped to second 
position. 

Other states which are slated to grow at unusually high rates in the 
years immediately ahead are Texas, Florida, and Colorado. 

Here are the official Census Bureau projects for population of the 
10 largest states (add 000) : 

1950 1960 1965 1970 

(Figures below are given in thousands) 

New York 14,830 17,342 18,628 20,023 
California 10,586 15,273 17,661 20,296 
Pennsylvania 10,498 11,412 11,917 12,508 
Illinois 8,712 9,958 10,613 11,353 
Ohio 7,947 10,035 11,109 12,258 


Texas 7,711 9,724 10,697 11,752 
Michigan 6,372 8,355 9,380 10,483 
New Jersey 4,835 5,849 6,371 6,942 
Massachusetts 4,691 5,004 5,236 5,514 
North Carolina 4,062 4,630 4,907 5,226 


A Senate committee is planning to prepare the groundwork this fall 
for tax relief in 1958 for smaller firms. 

Public hearings are going to be conducted by the Senate Small Busi- 
ness Committee in at least 14 cities across the nation. Recognizing that 
smaller merchants cannot spare the time or cash to come to Washington 
to tell their troubles, the committee is “going on the road” so as to make 


it simpler and cheaper for businessmen to let Congress know what’s 


wrong with the present tax laws. 

Many congressmen are increasingly disturbed over the number of 
failures among small firms. And they also are disturbed over a 
growing volume of reports that present tax laws discriminate against 
smaller firms. Growth is penalized and expansion plans are frustrated by 
tax schedules that make it all but impossible for the little fellow to retain 
a fair share of his profits in time of growth. 

Leaders in both political parties have disclosed plans for a re-writing 
of the tax laws next year. This is a big order, for every segment of 
business and industry will be clamoring for tax relief calculated to suit 
its own individual problems. Individual taxpayers, too, will rightfully 
be demanding consideration in any tax-cut bill before the Congress. 

Point is, there will be plenty of taxpayers lining up for relief. So, 
take full advantage of the opportunity to tell the Small Business Com- 
mittee this fall about how your business fares under the present tax laws, 
and what you believe should be done to remove some of the roadblocks 
now in the path of expansion and growth. 

[TURN TO PAGE 78, PLEASE] 





...an after-five shoe on the tapered toe last, 

a rhinestone ornament gracing the decorative 
tongue. Superbly conceived in HUBSCHMAN’S CALF 
Beet Root #564 (sketched); available, too, in 

Town Brown #572, Banker's Gray #349, and Black; 


by brauer bros. shoe company, st. louis 8, missouri 


E. HUBSCHMAN & SONS, INC., PHILADELPHIA 23 
FASHION OFFICE: EMPIRE STATE BUILDING, N. Y. 1 
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Gals clamor for 
the glamour of 


Red @#9 Ball 


New Summerettes in 
Flower Garden Fabrics 


Color is glamour! And the new Sumerettes have the 
gal-temptingest colors you ever sold! A whole garden 
of colors, from subtle off-beat shades to 
head-swinging brilliant hues! 

Watch your sales grow like wildflowers in Spring 
as gals go crazy (in their usual way) piling up 
wardrobes of these carefree fabric casuals 
to match moods and costumes. 

All the new.Summerettes styles are loaded 
with color and glamour. Be sure to see 
samples of them all when your Red Ball 
representative comes to call. 


This is the TOBAGO 
in stylish colors 


Outwears and outperforms any ordinary canvas shoe! With 
treated fabric Dura-Kool uppers, non-absorbent Sta-Kleen insole 
and amazingly tough molded sole. Your Ball-Band salesman 

has samples of the Wearmore and other outstanding JETS styles. 


Red Ball Ball, Footwear 


by BALL-BAND, Mishawaka, Indiana 
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PLAYN-TOE...a 
Todlin shoe that’s 
always a_ favorite 
with mothers who 
want their children 
to have the best... 
in sturdy, soft white 
elk. 


LORAINNE ...a 
CorecTred 2-strap 
with style, yet fea- 
tures famous 
Thomas heel and 
long inside counter 
. .. in autumn red, 
brown and blue. 


3 BIG REASONS 
WHY EDWARDS SELL 


FIT ... 57 years of construc- 
tion and design experience make 
Edwards a better fitting chil- 
dren’s shoe. 

QUALITY ... it takes experts 
to judge good leathers that will 
take wear and Edwards selects 
only the best. 

FASHION ... smart shoes are 
shoes that will sell and Edwards 
style their shoes to please 
your customers. 


FIFI .. . smooth 
and smart for small 
steppers. Dainty 
button accents chic 
overlap on vamp... 
in black patent and 
blue smooth leather. 


THE SHOE For CHILDREN 
PHILADELPHIA 7, PA, 


STRAFFORD .. 
masculine beaver 
grain leather, plus 
U-wing style gives 
this boys shoe added 
appeal... in black 
or brown beaver 
grain leather. 
















Goodyear 


INSOLE RIB 


Attaching Machine 


gives accurate 
three-margin control 
at low cost 


United’s improved insole rib attaching machine —the Model 
B-—has a three-position edge gauge that makes possible the 
accurate rib location needed for good shoemaking. Adjustable 
stops furnish selective but positive edge gauge locations for 
specified margin dimensions. 


This new model will give you higher production at lower 
cost. A reel holding 400 yards of preformed rib minimizes the 
time spent by the operator in handling materials. Other im- 
provements and simplifications reduce maintenance expense 
and permit you to produce inexpensive, flexible insoles with 
accurate margins and solidly attached ribs. 


Call your G/€ representative for more detailed information 
that will help you lower the cost of your welt insoles. 


SERVICE 





(BAC UNITED SHOE MACHINERY CORPORATION 
Boston, Massachusetts 
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tat Per 
AT THE CASH REGISTER 
Yourg, Guys and Dolls ore Big Business ow! 


. .. and steady business ‘round 
the year... be sure to get your 
share of this profitable shoe vol- 
ume by ordering from our com- 
plete In-Stock line of LUCKIES 
Dance Footwear! 


f 


s * PLEATED TOE BALLET 
50 White 53 Red 55 Pink 
51 Black 54 Blue 
M 6-7' NM 12%4-3 
NM 8-12 NM 3%-10 : 
$1.85 
Without Elastic Instep Strap 
W59 Black W60 White 
N,M 3-10 — $1.85 
Terms: 
5% — 30 days; 
31 days net 
Ye BOY'S TAP SHOE 
61 Black Patent 
B,D 8%-13% — $3.85 
B,D 1-6 — $4.25 
Lip Taps Included with Each Pair 
Terms: 5% — 30 days; 31 days net 


We DURENE LEoTARDS 
With short sleeves and 
elastic band at legs 
500 Black 
Children’s — 2, 4, 6, 8, 10, 12, 14 
$2.35 
Adults — 12, 14, 16 
0 


Terms: 5% ia 30 days; 
31 days net 


Py ELAsTICIZED TOP LINE BALLET W Giri's TAP SHOE 
100 White 101 Black C1080 White N,M 7-12 — $3.00 
N,M 8-12 M1080 White NM 12%4-3— 3.25 
NLM 12%-3 W1080 White N.M 3%-9 — 3.60 
N,M 344-10 C1081 Black Patent NM 7-12 —$3.00 7. 
$1.95 M1081 Black Patent NM 12%4-3— 3.25 gong 4 
Terms: 5% — 30 days; | - W1081 Black Patent NM 31-9 — 3.60 = 


31 
31 days net See Lip Taps Included with Each Pair days net 


ALL SHOES MADE IN OUR MODERN FACTORY meee eepiity: Higher get OF Cyower 


MANUFACTURERS 
hoe Company PARAGOULD, ARKANSAS 


SALES OFFICES: NEW YORK: 933-35 Marbridge Bldg., 47 W. 34th St. ST. LOUIS: 409 Silk Exchange Bidg., 12th & Washington 
LOS ANGELES: M. S. Rifkin Shoe Co., Inc., 761 So. Los Angeles St. SAN FRANCISCO: Kaye & Tieso’s Shoe Co., 51 First Street 
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Are you looking at it from a 


MOTHER’S VIEWPOINT ? 


Baby Duy 


TRAINERS 


by TRIMFOOT 


make FIRST SALES to more mothers 
...create more NEW CUSTOMERS 


from the ground up! 


Mother looks on trainers as the most important shoes she’!] 
ever buy. She knows that Baby Deer Trainers are specially 
designed to help baby learn to stand and walk. This confidence 
in Baby Deers brings her to your store for baby’s first shoes 
...and back for more as baby grows. 

This ‘‘mother’s viewpoint”’ shows why there’s more business 
with Baby Deer Trainers for you now . . . why it will increase 
during the next ten years when 33 million war babies come of 
age and have children of their own. 

Learn how little it takes for a volume-building Baby Deer 
Trainer shoe program in your store. 

SEND FOR CATALOG AND COMPLETE DETAILS 
TRIMFOOT COMPANY + TRIMFOOT TERRACE - FARMINGTON, MO. 

New York—620 Marbridge Building * Los Angeles—756 South Broadway * Dallas—590 Merchandise Mart * Seattle — 224 Terminal Sales Building 
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So soft...so flexible...so comfortable 


(Armstrong 
Pierre COrers 


The cushioned /nsole materia/ 


Have you noticed how much softer and more flexible women’s shoes are getting? More and more, 
they're being made with a magic new two-in-one material — Fibercork®— an insole and a cushion, 
both in one uniform material. Fibercork enhances the softness of any shoe construction, adds its 
own gentle resiliency. It’s a new material, made in a new way, with springy cork particles and 
soft felted fibers. Send for a sample. See for yourself how light, how flexible, how very resilient 
Fibercork really is. Armstrong Cork Company, 7709 Delaware Avenue, Lancaster, Pennsylvania. 





coy) am So XK —Oe'.'S oho) cme e- Bee BD Ba 


Quality at a price that spells and sells CONY ie hy 3 


volume ... famous Converse stand- 
ard models ... plus new numbers 


featuring the Triple ‘C’ arch. 


OF- OBO. S— 


FOOTWEAR 


greater volume at full mark-up. 
They’re all washable — and simply 
great for ’58! 


coy: <_ 369-09 


FOOTWEAR 


co PAY 3 Scintillating new styles ...new de- 
signs . . . new fabrics. Priced for 


CONVERSE RUBBER COMPANY, MALDEN 48, MASSACHUSETTS 
Chicago Branch: 2000 Mannheim Road, Melrose Park, III. » 100 Freeway Boulevard, South San Francisco + 241 Church Street, New York 13, N. Y. 
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THE QUALITY LEATHER 





the textured white calf 


for all-over whites, 
for spectators, 


for trims — 


@ 


LEATHER CoO. GIRARD, OHIO 
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“The Culver’— 


Sturdy school 

and play oxford 

sporting Veri-Flex 

Cushion Crepe sole 

and heel eee and 

abounding with style 

appeal! One of the 

many smart, most-wanted 
patterns comprising Billiken’s 
Controlled Assortment. 


Billiken Shoes are priced to retail $4.95 to $7.50 


Priced according to size. 


WIN 
$500 
CASH 


in Billikens 
WINDOW DISPLAY 
CONTEST 


Other big cash prizes, too, in 
contest open to all dealers par- 
ticipating in the special Billiken 
promotional “package”. Don’t 
delay. Inquire today! 





THE LINE’... THE ‘LURE’ ...THE "HOOK" 


to pull in bigger children’s shoe sales 


—and profits — for YOU! 


THE ‘LINE. 

One you can depend on for sales volume... with the big 
PLUS of Billiken’s CONTROLLED ASSORTMENT 
PLAN, which enables you to maintain, at all times, proper 
style and size depth in all the important patterns needed 
to cover your most profitable volume market — without 
increasing your dollar investment! 


A sure-fire localized advertising “package”? KEYED TO 
THE INDIVIDUAL DEALER! A sensational promotion 
...tested and proven for sales impact at the local level. 


An offer available to all dealers meeting Billiken’s qualifying 
requirements! 


Spectacular 3-dimensional window displayers and good-will 
items ... INCLUDED IN BILLIKEN’S SPECIAL PRO- 
MOTIONAL “PACKAGE” ...enabling you to “reel in” 


that sales volume every dealer craves! 


Without obligation, find out how you can “net” more NET profits 
on your children’s shoe operation. Write, wire or phone. 


BILLIKEN Division of Craddock-Terry Shoe Corporation 
Lynchburg, Virginia 


Boot and Shoe Recorder 











Wuy is everybody talking about 
genuine leather “SUPERSOLE”? 
Ask YOUR shoe customers! They'll 
tell you that “SUPERSOLE” out- 
wears everything else on the mar- 
ket — that it stays permanently 
flexible — that it’s lighter in weight 
— that it’s water and puncture 
resistant — that it doesn’t slip on 
wet surfaces. 


There’s only ONE 
“SUPERSOLE”! It’s trade- 
marked on EVERY sole 
and has been granted 
the PARENTS’ Magazine 
Commendation Seal. It 
belongs on YOUR 
SHOES, too! 


HO VIRGINIA OAK TANNERY 


sence sume av SALES CORPORATION 
PARENTS /Bigezaba esa NEW YORK, N. Y. 


7, MAGAZINE » 
4oy, & 


 ustnated fue booklet No. 9B. 





HEYDAYS SHOES, 
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WHO PUT HIM THERE? 


It is suggested that the shoe man 


is low on the totem. 
If so, who put him there? Why? 


The man who makes the decisions, 
is the one who locates others 
in the scheme of things... 


well below himself, of course. 


That is why Heydays ride high on the 


shoe totem - - because they are 
a superior shoe designed to the 


taste of Consumers. 


We ask our dealers how we can 


cooperate. We do not tell 
them how they MUST. 


Stocked in Black Voodoo Calf with 
Grey Ostrich Calf—also in multi 
brown Horned Back. A V in the throat 
that will make it fit every foot. 


e 2032 LOCUST STREET @ ST. LOUIS 3, MISSOURI 
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“SOME OF THE PROBLEMS of 
downtown stores in all cities could be 
lessened, if all merchants would get 
together and adopt uniform practices. 
Every store contributes something in 
the way of traffic. With uniform hours 
of operation we could all make our 
downtown areas busier and more pros- 
perous-looking.” That is one of the 
solutions that JULIUS VIOLA, owner 
of Lord’s Shoe Store in Providence, 
R. I., suggests for improving the down- 
town vs. shopping center problem. 


CLOSED 





“If we could agree on uniform hours 
of opening and closing, we would 
bring traffic to the area when all stores 
are brilliantly lighted, busy and active. 
It would be much better than bring- 
ing shoppers downtown on days when 
some stores are closed, and thus creat- 
ing the general impression that the 
downtown area is not what it should 
be. 

“In this city the major department 
stores and some specialty stores are 
closed on Mondays. Because many 
specialty stores and shoe stores are 
open on that day, I keep open also. 
But it is confusing to the public. There 
js never a Monday when I don’t get 
two or three telephone calls asking 
if the store is open. I believe if we 
all got together and agreed to close 
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Mondays that we would do as much 
business in the remaining five days. 
“To me it isn’t important just what 
the opening-closing schedules may be. 
The important thing is that we adopt 
and maintain a uniform schedule that 
will bring people downtown when all 
stores are open.” 


*% * * 


“EVERY ART, science or profession, 
as it grows to maturity, develops a 
jargon of its own. As very often hap- 
pens, simple, basic words are lost in the 
clutter of professional patois. In ad- 
vertising, a fundamental word im- 
prisoned in a well of loneliness is the 
simple little word ‘belief.’ ” 

Grey Advertising Agency devoted their 
July 1957 issue of GREY MATTER 
to a discussion of “belief” in advertis- 
ing. They quoted Pascal, the French 
philosopher, mathematician and physi- 
cist who said, as far back as the 17th 
Century: “There are three means of 
believing—by inspiration, by reason 
and by custom.” 

And continued the discussion by in- 
dicating that “Modern psychologists 
agree that there are many approaches 
to believability. Advertising must 
therefore explore every road, but must 
never stop short of the end of the line, 
e. g., advertising which is believed. For 
‘belief’ there be 


persuasion. 


without can no 
“Some avenues to belief: (1) Belief 
may be reached through the intellect, 
through facts, through reasons-why, 
evidence. (2) Belief may also be 
attained through the emotions, by 
arousing in the consumer a high de- 
gree of feeling. (3) Belief is power- 
fully bolstered by habit or custom. 
We humans believe in anything which 
fits into the status quo. Therefore 
believability for new ideas and new 
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products can often be attained by 
skillfully tying them to existing wants, 
customs or habits. (4) Belief is en- 
gendered by familiar situations, famil- 
iar people and faces. 

“To find the best route or combina- 
tion of routes to advertising which is 
believed is a challenge to creativity. 
Advertising which continues to dodge 
this challenge is doomed to failure.” 








A. N. FOSTER of Campbell-Hath- 
away Company in Uniontown, Pa., 
says: “There is, or there should be, a 
definite recognition of the specific re- 
quirements in children’s shoes by 
everyone who is at all involved in this 
important work. There should be no 
guesswork connected with fitting a 
child’s foot, especially as far as bone 
structure and foot formation are con- 
cerned. I am not referring to feet that 
need prescription shoes or adjustments, 
though the shoe fitter who is qualified 
to fit children’s shoes in general will 
know when it is necessary to refer the 
child for prescribed shoes. It is much 
better to know and understand exactly 
what the shoe is doing in taking care 
of the bone structure in small, growing 
feet than to try to guess. 

“You can’t put a pair of shoes on a 
child’s feet and say: “They are just 
right. Aren’t they pretty?’ We are way 
past that era of salesmanship. Parents 
have been reading magazines and in- 
formative ads. They know what they 
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are looking for and what to expect in 
the children’s shoes they buy. 

“The sales volume potential in chil- 
dren’s footwear is limitless but the road 
that every shoe salesman must take is 
one that leads him to a better knowl- 
edge and understanding of foot anat- 
cmy and its relationship to the fitting 
of shoes to individual feet.” 


* a * 


* EDWARD J. DeEROCHE, manager 
of the shoe department at McCarthy’s, 
in Woonsocket, R. I., says: “For shoe 
retailers who are looking for ways 
to increase sales and revitalize their 
businesses, I’d like to tell of our ex- 
perience. For a number of years, this 
shoe department had been located in 
the basement. It had been well pro- 
moted and volume had built up 
steadily. 

“About three years ago we moved 
the department to the third floor and 
gave it a modern, colorful décor. The 
women’s department, for example, 
now has fifteen chairs, a twenty-two 
foot pegboard display as well as a 
large, wrought iron wall display con- 
sisting of five long glass shelves. All 
these have proved very effective. 


“Throughout the department we have 
small group displays of shoes, each 
selected to feature a specific price 
range. 


“The move and the new décor have re- 
sulted in a marked increase in busi- 
ness in our men’s, women’s and 
children’s shoe volume. In fact, we 
realized a sixty percent increase in 
the _ total 


graded the shoe business up sub- 


department volume. It 
stantially. Our women’s shoes graded 
up from a range of $4.99-$12.95 to 
$6.99-$18.95. Our biggest volume line 
stepped up from $10.95 to two lines 
selling at $11.95 and $12.95. 


“These gains are especially significant 
because in this city we have lost many 
of our large textile mills which has 
resulted in considerable unemployment 
and smaller pay envelopes. 

“It all shows what can be done to 
increase business and prestige, even 
though local conditions do not indi- 
cate general business improvement.” 
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Proftile.... 


by ESTELLE G. ANDERSON 





Clovis Saunders: Kansas City to ’Frisco 


ROM his appartment on Telegraph Hill in San Francisco, Clovis 

Saunders can see the Pier, the Bay, Oakland Bridge and Oakland. It 

is a very exciting and interesting sight and still rather new, for he 
moved in only three months ago—July Ist to be exact—when he took over 
the presidency of the Sommer and Kaufmann stores. 

It has taken Clovis Saunders literally nineteen years to traverse the dis- 
tance between Kansas City and San Francisco and he is planning to enjoy 
every minute. In the back of his mind he has always had an idea that he 
would like to live in San Francisco when he retired. Now, fortunately, he 
can enjoy it in the prime of his life and, at the same time, meet the challenge 
not only of maintaining but projecting even further the Sommer and Kauf- 
mann reputation for quality and high standards which they have earned 
in the Bay area these past sixty-five years. 

Sommer and Kaufmann has been a retail subsidiary of General Shoe 
Corporation since they took it over about three years ago. There are seven 
stores in the Bay area. The main store is at 838 Market Street and is a 
“department store of shoes”—five floors that feature and sell men’s, women’s 
and children’s shoes. In addition to S. & K.’s own brand names, the lines 
include: Johnston and Murphy, Jarman, Wright Arch Preserver shoes for 
men; Stride-Rite and Acrobat for children and Mademoiselle, Valentine, 
Martinique, Foot-Saver, Arch Preserver, Joyce, Fortunet and Spalding, 
among others, for women. 

The other stores include a leased department at Roos Brothers, a 
children’s shoe store in the Lakeside Shopping Center; a men’s shoe store 
on Post Street in downtown San Francisco and large, complete stores in 
Palo Alto, San Jose and San Mateo. There is an extensive remodeling and 
expansion program planned. The Market Street and San Mateo stores will 
be remodeled and additional stores will be added in important areas, as they 
open up. 

So much for the present status. Now for the flash back . . . Clovis 

[TURN TO PAGE 77, PLEASE] 
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eaked ‘Toe - Moc Front 


The quiet revolution which has taken place in men’s 
fashions has brought its share of innovations and 
modifications to shoe styling? Inspiration for many 
of them has come from abroad. Here is a refreshing 
home-grown variety and one that is cowboy in flavor. 
It features an expert application of the hand-butted 
moccasin seam to the new “Slim Jim” peaked and 
pointed toe last. Full extension soles, with well- 
defined welts and distinctive white stitching and close 
cropped shanks are further custom boot details, 
Our Pattern Portrait selection has real promotion pos- 
sibilities for wear with the new Western inspired 
Slim Jim covert or whip cord slacks and tweed sport 
jackets which incorporate lines borrowed from the 
conventional riding coat. 

For further information write BooT AND SHOR 

RECORDER. 


Art work by Grapuic FasHIons, PHILADELPHIA 
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Read clockwise: “Wedding Ring” moccasin, matching 
fleece lining and fur collar, from Tru-Stitch; Leather scuff, 
foam rubber innersole, leather sock and heel covering, 
from Blum; Bootie in red velveteen, gold satin lining, 
from Swan; “Tyrolean” bootie in turquoise felt; Tyrol- 
ean braid, a Quo Vadis by Desco; “Capulet” bootie in 
pinwale corduroy with satin lining, from Daniel Green; 
All-leather slipper with molded sole, Italian-inspired 
vamp, a Contessa by Jo-An. 


by ELEANOR M. RUTTY 


Black suede bag with marcasite 
frame, from F. Milch; Pastel blue 
French purse in saddle leather, 
rhinestone-trimmed, from Buxton; 
Hand-made French beaded bag in 
soft Beauvais colors, from Jorelle; 
Black velvet, rhinestone-trimmed, 


and silver kid belts from Schaffer. 


The Chrictmes Spirit 


OO much has been said 

about the problems and 

fatigues of Christmas shop- 
ping. We are tired—all of us— 
before we ever sit down to make 
out our lists. And, in the stores, 
the sales clerks have weary feet 
and tempers before the first tinsel, 
bells or greens are in the windows 
and display cases. Certainly, this 
is not the right approach to what 
should be a very happy, merry 
season. The spirit of giving, giv- 


ing with pleasure and warmth, 
has already been dulled by un- 
happy anticipation. 

So—let’s start right now to 
plan a mental attitude as well as 
a tempting, glittering display. I 
wonder whether it has ever oc- 


curred to a merchant to give his 
personnel a little taste of the 
pleasant part of gift shopping by 
presenting his staff, all round, 
with a pre-Christmas party with 










Tassel pouch with matching dog leash 
belt, both from Roger Van S; Leop- & 
ard, fake fur, belt from Schaffer; : 
Capezio Stemwear hosiery box with é 
the firm’s little Polka-Dotta animal, 
hose by Chester Roth Co.; Santa Claus 

Christmas hosiery gift box, from re 
Hanes; Christmas gift box from A 
Aberle, designed as a jewel case. : 















akes the Sale... . 


This year let’s make our Christmas business easy and pleasant. Appropriate 
merchandise, attractively displayed, pleasantly shown by your sales personnel, 
is the right start. The customer and her own generous spirit can do the rest but 
you can help to keep that spirit alive. 


La 












presents and all the fixings. At 
that time they will be better able 
to enjoy such a celebration and 
its effect may well carry over with 
a little glow that extends to the 
people that they serve in your 
store. 

We suggest, if this is not going 
too far, that you give each one 
the choice from a number of the 
items that they will be selling later 
on. Such an idea could very well 
be reflected in more intelligent in- 
terest in these items. It might 






















Read clockwise: Pink satin with gold 
and fur trim, from Nite-Aires; Stretch- 

able slipper in nylon and non-tarnish- 

ing metallic thread, a Cinderella 

Slipperete stretch slipper by Ripon; | 
Jewelled red velvet slipper, blue ' 

satin lining, from Blum; Red velveteen 

with black sparkle fabric plug, slim- 

mer sihouette, a Foamtread by 

Wellco; Velvet slipper with gold oo 
braid trim, a Skip-ins slipper casual 

by Comfit; “Rose Tattoo,” black vel- 

vet scuff with red rose on black fur, 

from Nite-Aires; “Eskimo scuff” gold 

leather and mink fur, from Oomphies. 


















lead, the following year, to suggestions from your staff 
of additional items or new kinds of merchandise that 
would be profitable for you to include. 

The best thing about a present—for the one who 
gives and the one who receives—is that it be some- 
thing that the receiver really wants. It may come as 
an entire surprise or it may be half-anticipated. The 
most important thing is that it should be something 
thoughtfully chosen with the tastes of the recipient 
in mind, Often this means that it is something that 


he or she would not go out and buy for himself. Per- 


Children’s slippers, read 
clockwise: ‘“‘Bunny 
Pump,” black velvet 
slipper with white fur 
pompom, from Swan; 
Shearling collar, draw- 
string and tassel in 
Sioux Moc by Tru- 
Stitch; little girls’ 
glamor slippers in 
“Twinkle Pink” fabric 
with fur collar, from 
Honeybugs; Red cordu- 
roy Western boot with 
gun, a Foamtread by 
Wellco; Stretchable 
slipper in nylon inter- 
woven with non-tarnish- 
ing metallic yarn, pom- 
pom ornament, a Slip- 
perette by Ripon. 





Men’s slippers, left to 
right: Ivy League 
stripes in men’s slipper, 
available with fleece lin- 
ing from Comfit; “Nap- 
oli Lancer” hand-turn- 
ed slipon in two-way 
nap leather, from L. B. 
Evans; Leather opera 
pump, plaid-lined, on 
soft sole, from King 
Bee. Shearling collar 
and fleece lining in moc- 
casin, a Nite-Glo by 
Julius Goldstein; Genu- 
ine deerskin, glove-tan- 
ned, hand-flexed, foam- 
cushioned, In-N-Outer 
style, with ring gore ad- 
justment, a Lezur-Eze 
by Mondl; Striped fab- 
ric upper on genuine 
moccasin construction, 


“The Count,” by Jo-An. 


haps it would seem “impractical” to him if he bought 


it himself, or too expensive, or something that he has 
been unable to find readily. 

Does this mean that we are suggesting that gifts 
should be entirely in the luxury, glamor or exotic 
No! 


including some of these ideas in your Christmas pur- 


category ? Definitely, no. But it does point to 


chases. I have known a Christmas completely trans- 
formed from something a little barren by one such 
gift. This is why we show very pretty, luxurious slip- 
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Interior of Tham McAn store. Reaction of salesmen here was that sales immediately increased. 


Modern Lighting Important 


IGHTING plays an increasingly important role in 

shoe stores and shoe department modernization. 

New developments and advances in the past few 

years have made many current lighting systems outmoded. 

Proper lighting of stores and displays is considered so 

important that many retailers charge a portion of their 
electric bill to advertising. 

The growing trend is to wide open stores, which can 
be completely seen from the street. This means that 
passing traffic can see all of the store all of the time. 
This calls for complete illumination for as long as the 
traffic merits it. 

Shopping and selection are made easy when all mer- 
chandise is fully and properly illuminated. Customers 
like to buy when they can see what they are buying. This 
is particularly important for shoes. Shoes need proper 
lighting to bring out the luster and beauty of leather and 
to show the details of styling. Lighting is also important 
to show colors. 
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Proper Lighting Is So Important That Many 
Retailers Charge Part of Their Electric Bill to 
Advertising. New Developments May Have Out- 
moded Your Present System. 


Many retailers find it is valuable to add spot lighting 
on displays in addition to the over-all lighting. Adjust- 
able spot-lights can be used over groupings of shoes. 

Lighting is important in helping to merchandise shoes 
sold either by self-selection or pre-selection. Both systems 
mean that as many shoes as possible are shown. This is 
done either on display tables or in racks. Display cases 
and open shelving units are also used along walls. To 
make these effective, lighting should be carefully planned 
and engineered so that customers can see the shoes. They 
should also be able to read the numbers of the shoes 
easily. Care must be taken to eliminate shadows as well 
as any dark pockets and areas. 

[TURN TO PAGE 80, PLEASE] 
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Paris Favorite= 


by LYSIA HARIVEL, 
Paris Correspondent 


ARISIAN shoemakers have concentrated on 
closed pumps in their summer collections and the 
smartest women are wearing them. Silhouettes 
continue to be long and slim but not to the point of 
exaggeration. Vamp treatments modify the elongated 
look of the foot by squaring off the extremely pointed 
effect. These include little low-set straps, pleating, over- 
lays, bows and buckles. 
Individual shoemakers vary the basic silhouette with 
a great variety of trimmings and treatments. These 
include buttons, bows, filigree, jewels and tiny pleat- 
ings. Delicacy and fineness of detailing are character- 
istic of these treatments. Where the vamp is orna- 
mented, the heel is without trimming. And where the 
vamp is plain, the heel is often decorated. This sense 
Above left: “Giuletta,” halter pump, with very 


wide open toe, in satin with big rhinestone 
buckle in the vamp. By Durer. 


Left: “Elysees,” pretty ensemble of matching 
shoes, gloves and bag. The Scottish tartan trim 
on the suede pump is removable. By D. Codre. 


Above: “Stresa,” spectator treatment on ta- 
pered toe, high heel pump. By Waltea. 


“Mouche,” perfectly plain pastel kid pump, 
the only trimming interest in the four back 
buttons in mother-of-pearl. By Durer. 






















The Closed Pump 


Leather shoes in closed patterns are the 
vogue in Paris this summer. And each 
‘- master shoemaker gives them individuality 
in his choice of detailings and trimmings. 


of restraint and balance keeps the shoes light and deli- 
cate looking, at the same time giving them style interest 
and individuality. 

Vamp treatments are designed to accent the topline 
or the tapered toe. Heel and back trimmings are espe- 
cially interesting. Here jewels, buttons, scalloping, pip- 
ing and pleating are used. Both low and high heels, 
















“Paris-Madrid,” a sling pump for cocktail wear 
: : ‘ in crepe de chine, with contrasting low instep 
In upper materials, kid leather is very popular. For strap and jeweled heel trim. By Laure. 


summer, white, ivory or beige are favorite colors. 


it might be noted, are popular on sandals. 


Fabrics, too, are often used. Satin and crepe de chine 


7 7 7 Editorial 
go into cocktail and evening shoes and more durable torial comment 
types into morning styles. Coordination of shoes with News from the recent openings of the fall Paris 
handbags, using the same colors and materials, adds couture collections comes too late to have any 


effect on fall ready-to-wear here. By the time spring 
1958 rolls around, slightly shorter hemlines may 
elegance, lightness and delicacy are the leading trends be introduced. So far leading American designers 
and producers are cold to the idea of knee-length 
skirts. 


to the elegance of the summer fashion picture. In fact, 


with the high fashion Parisian bottiers. Silhouettes, 
treatments, materials, colors, thin heels and thin, thin 


soles all contribute to this total fashion effect. 





canary yellow kid pump. Raindrop 
perforations and winged treatment at throat 


add grace and lightness. By D. Codre. 


“Canari,’ 





Right: “Paris,” pink satin pump, the tapered 
toe highlighted by the graceful draped vamp 
fastened with a gold chain. By R. Delicata. 












Ultimate 


Salesman on the floor shows a 
shoe to a customer seated in the 
enclosed patio, California casual 
motif. The planter contains a 
12 foot tree, with spherical glass 
lights suspended in its branches. 


scheme carries a predominant feel- 
ing of beige, accented by turquoise 
lamp shades and cushions. Display 
cases are of bleached walnut, lined 
with ‘turquoise silk. Old antique 
mirrors, brass filigree lamps, fold- 
ing screens all add to the ultra- 
plush atmosphere. A ceiling-high 
fireplace with cantilevered hearth 
of beige marble carries interest in- 
to one wall of the room. 

The display windows, which 
front on Wilshire Boulevard and 
Roxbury Drive, are framed in gold- 
anodized aluminum. Window dec- 
orations are under the direction of 
Benji Okuba, landscape artist. They 
feature natural settings of drift- 
wood, rock, and petrified wood. 
Shoes, appear in them only as a 
minor afterthought. 


The Joseph Shoe Salon in Beverly Hills is also a permament art 


gallery. More paintings and sculptures are shown than shoes. 


HE ultimate in class retail- 
ing may have been reached 
recently when the new 
Joseph Shoe Salon opened its 
doors. Situated in the new Myron 
Selznick Building in Beverly Hills, 
home town of the movie stars and 
possibly one of the most glamorous 
towns in America, the Joseph es- 
tablishment takes full advantage of 
the class atmosphere of the city in 
which it is located. 
There is little about the store to 
suggest a retail establishment. 
Decor is that of a contemporary 
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modern living room in an exclusive 
home. The owner, Irving N., 
Joseph, is a well-known art patron 
and a permanent art gallery has 
been integrated into the store. A 
tie-in with Kantor and Landau Art 
Galleries assures continuing dis- 
plays of the work of contemporary 
artists. In addition, a certain num- 
ber of sales of paintings will un- 
questionably be made. 

The store is of medium size, with 
6300 square feet of selling and 
stock storage space. Store design 
was by Norman Hansen. The color 


Inside the store, only a very few 
pairs of shoes are on open display 
and these are carefully chosen so 
as not to conflict with the paintings 
and sculptures. 

As might be expected, the shoes 
sold are predominantly ultra high 
fashion. Prices start around $20 
and soar upward with dizzying 
rapidity into the earth - satellite 
areas. Brand names include Turian- 
Caprini, Amalfi, Herbert Levine, 
and a specialty shoe of their own 
called Magli, imported from Milan. 

Selling is done on a very person- 
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in a High Fashion Shoe Salon 


by NORMAN PHILLIPS 


al, friendly basis, using the casual 
approach which works best in this 
kind of enterprise. Salespeople are 
about equally divided between men 
and women. 

Owner of the store is Irving N. 
Joseph, who has spent his life in 
the shoe business. The new estab- 
lishment is merely one more mile- 
stone in his career. He learned the 
business from his father, the elder 
Joseph, who is 87 years old and 
who was present at the press pre- 
view of the opening. The elder 
Joseph said proudly, “My two sons 
used to learn from me—but now |] 
learn from them.” 

The new store was thus the re- 
sult of careful planning by experi- 
enced shoe merchandisers. In ad- 
dition to the new Beverly Hills 
location, the Joseph Company has 
five other stores in Chicago, which 
are under the direction of the other 
son, Albert Joseph. 


Mrs. Happy Roberts (left) 
looks at a high fashion shoe Mr. and Mrs. Irving N. Joseph admire one of the modern 


presented to her by Saleswoman sculptures. Store features modern art displays and will be a 
Madalyn Crawford. permanent gallery of the work of contemporary artists. 





Press preview of Joseph’s Shoe Salon was 
well attended by metropolitan daily press 
and people from shoe industry. 














The Italian 






Footwear Industry 


Perhaps no other country in the world has such a vast array of children’s 


shoe styles as does Italy. Every conceivable type of children’s shoe is made: 
pumps, oxfords, slipons, ties, straps, sandals, moccasins, and in all age groups. 
An amazing amount of attention is given to style detailing. 


ENERALLY, retail shoe prices 

in Italy are very low by 

U. S. standards, but somewhat 
high relative to average incomes in 
Italy. For example, average factory 
worker wages in the U. S. are about 
$84 a week, as compared with about 
$23 in Italy. A pair of men’s fine 
Italian shoes might cost $9 or $10, or 
half the factory’s 
week’s pay. A pair of $15 men’s shoes 
in the U. S. would be less than 20 per 
cent of the worker’s pay. However, 


nearly worker’s 


those $10 Italian shoes, if made in 


the U. S., of the same quality stand- 
ards of materials and shoemaking, 
would have to retail for at least $25. 

Italy’s higher shoe prices — high 
relative to average native income— 
are due largely to the lower produc- 
tivity level, which, of course, raises 
costs considerably. Nevertheless, these 
prices are as low as those found in 
other European countries—and ac- 
tually lower when quality factors are 
considered. The manufacturers will 
sell at lower prices as the size of the 
retailer’s order is increased—a sort of 


incentive system to induce larger pro- 
duction runs that help cut costs. 
However, a good share of shoes sell 
for really low prices. For example, 
children’s $2 and $3; 
women’s shoes for $3 and $4; men’s 
shoes for $5 and $6. But low-priced 
as they are, they are by no means 
cheap shoes. The same shoes in the 
U. S. would cost at least twice the 
price. All are well made, many with 
full leather linings, all with good 
leather uppers, and smartly styled. 
Retail markups “average” about 38 


shoes for 





Examples of the popular rocker or turned-up toe 
in hightop infants shoes. Note use of combination 
materials (right), and unique styling ideas. 






All photos are courtesy of “Calzaturificio Dorico,” 
one of Italy’s leading children’s shoe manufactur- 
ing firms, whose “Lola” brand name is well known 
throughout the country. 
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Examples of combination smooth and suede leather 
treatments in shoes for small children. Note at- 
tention given to styling details. 


to 40 per cent. Formerly it was as 
low as 30 to 32 per cent. But higher 
operating costs (as everywhere in the 
world) required a gradual raising of 
markup levels in recent years to their 
However, percentage 
of markup varies greatly, depending 
upon the type of store, the shoes, and 
various other factors. Markups are not 
quite as “standardized” as in the U. S. 


present status. 


Markdowns are restricted by law to 
just two months of the year, which is 
usually July and January. These are 
the “sale” or closeout months, and the 
season’s leftovers are cut drastically 
in price—more so than in the U. S. 
The reason for this is that (1) mark- 


Some Italian 


down sales can’t be conducted via ad- 
vertising in other months, so every- 
thing must go during July or January; 
(2) it is unthinkable for stores to pro- 
mote last season’s merchandise for the 
next season. However, table merchan- 
dise or markdowns can be on display 
at any time within the store, but not 
advertised as bargain-sale merchan- 
dise except during the specified sale 
months. 


As to advertising, there is relatively 
little of it done either by the manu- 
facturers or retailers. The percentage 
of ad spending, compared with sales, 
is much below the U. S. level. Much 
of the advertising is of an institutional 


children’s lines will feature 150 to 200 styles and 
combinations each season. These include pumps, 
oxfords, slipons, ties, straps, sandals and mocs. 


By BILL ROSSI 


nature. The shoemen say that they 
have so many different styles in a 
given season that it’s hard to specify 
only a few of them in the ads. 

The Italian men’s shoes, from both 
a styling and shoemaking standpoint, 


are considered perhaps the most hand- 
some in the world. They reflect much 
creative ingenuity and styling initia- 
tive. And the variety of styles is in- 
credibly large. Everyone, from young 


boys to old men, wears these high- 

styled shoes. 
Lightweight and extremely flexible 
shoes with soft leathers are a national 
[TURN TO PAGE 82, PLEASE] 


Three examples of the use of gum-type rubber sole on shoes for three different child age groups. 
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GALLUN MILWAUKEE CALF 


the leather to help sell your shoes 


Fitting companion for exploring hallowed 
hails . . . shoes in traditionally elegant Milwaukee Calf. 
Inherent good taste from the tannery of Gallun almost 


one hundred years in the making. 


For prestige-building leathers, be sure 
to check the Gallun numbers in the 
catalogs of your leading suppliers. 
A. F. Gallun & Sons Corp., 

Tanners, Milwaukee, Wisconsin 


OTHER FAMOUS GALLUN TANNAGES 


NORWEGIAN CALF « NORMANDIE CALF « CRETAN CALF 
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S.W. E. Fashion Analysis 
To Be Shoe Fair Feature 


Leaders in all branches of the industry, they are preparing an expert analysis of fashion 


trends for the coming spring and summer to be presented at the National Shoe Fair 
under the thought-provoking heading “Inside Shoes U. S. A.” 


tie * oS 


Right: Grace Kent Sage, Chairman of the Shoe Women Executives’ 
presentation, consults with her co-chairman, Emily Bryant. 


N just six weeks from now the National Shoe Fair in 
Chicago will open its 700 and more exhibits to the 
buyers of the United States and the whole world. 

Hotel corridors, sample rooms and ballrooms will be 
buzzing with talk of business conditions, prices and style 
trends. The biggest industry gathering of the year will be 
under way and once again we face the problem of how to 
find our way through the maze of rooms, exhibits and 
ideas. If blue is “good,” which are the blues? If grains 
and fabric prints are musts, which ones? Which tapered 
toe and which heels? And so on and so on. 

To answer these questions and many others with authority 
is the challenge that the members of Shoe Women Execu- 
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tives have accepted on the invitation of the National Shoe 
Fair Committee. It is a recognition of the ability and im- 
portance of women in the shoe industry and the first time 
that they have had the opportunity to make a group con- 
tribution to this national industry event. 

“Inside Shoes U. S, A.” is the theme that has been 
chosen. “It is not a fashion show,” Jean Bandler, presi- 
dent of the group, explains. “It is an expert analysis of 
fashion topics.” 

You already know many of these women, have worked 
with them over the years and found them capable, crea- 
tive, cooperative. Now you will have the advantage of 

[TURN TO PAGE 81, PLEASE] 
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Koroseal. BOOTS 


THE MOST FAMOUS NAME 


RAIN-STAR 


@ Transparent 
4 heel heights 


COASTER 

@ Koroseal sponge- 
lined 

@ Children's, Juniors’, 
Growing Girls’ sizes 


Retail about $3.95 


for children’s size 


SPECIAL MERCHANDISERS 


On your counter, these 
boxes practically sell 
themselves. Sizes are 
plainly marked —sizes 
really fit—for conven- 
ient self-service 





IN VINYL PLASTICS 


RAIN-WRAPT 


© Opaque 
© 3 heel heights 


about $3.00 


RAIN-MATE 
® Unlined 


® Children's, Juniors’, 
Growing Girls’ sizes 


Retail about S2.95 


for children’s size 


Attractive floor 
stand holds 24 
boxes—displays 
and sells Koro- 
seal boots on 
stormy days. 
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“Fashion on a Shoe String” 


The working woman buys more than half of all the women’s shoes sold in this country. By ap- 


pealing to them, Dalsimer’s, Philadelphia, appeals to the largest possible segment of the market. 


Murray Rolfe chats with Sylvan Dalsimer, president of 
the store, about the newly installed Citation line. 


EUROPEAN visitor once observed, “In America, 

one can’t tell the working girl from the debutante.” 

To which Murray Rolfe of Dalsimer’s Shoe Store 

in Philadelphia replies “Amen.” For Dalsimer’s merchan- 

dising slogan is: “Dalsimer’s will protect the Working 
Girl from the High Cost of Fashion.” And it does. 

And because it does, S. Dalsimer & Sons is one of the 
few Chestnut Street stores that looks to its downtown 
future without qualms—congestion and parking problems 
notwithstanding. 

There are sound reasons for Dalsimer’s present optimism 
and retailers who are suffering from the “downtown 
blues” ought to pay heed to the store’s philosophy. Like 
other shops, Dalsimer’s was confronted with the same 
post-war market changes. The way it adjusted can be 
adopted by many other retailers. 

The program is based on one rule: when your market 
disappears another replaces it. Discover the new one, 
learn it thoroughly and sell it competitively with en- 
thusiasm. 

The store opened its doors in 1880 as a complete family 
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Co-owners with a sound business reputation, they have 
made fashion.on a shoe string a profitable slogan. 


by WILLIAM H. HALLAHAN 


operation on Market Street. Its market was all Phila- 
delphia. It became such a household word that in 1931 
it moved to larger quarters on Chestnut Street. Today it 
is one of the few independent stores still operated by the 
family of the founder, with Sylvan Dalsimer as president. 

During the early years, the store evolved a strong repeat 
business based on a reputation for fit and comfort for the 
entire family. But when the urban transition years came, 
it found itself, with most other downtown shops, fighting 
against falling volume and rising costs. Its market was 
disappearing. The family reputation couldn’t continue to 
produce the traffic necessary for the downtown location. 

So Dalsimer’s had to change its merchandising opera- 
tion. What made it take up the cause of the fashion- 
minded working girl? 

“It was a natural,” says Murray Rolfe, co-owner and 
executive vice-president of the store. First of all he points 
out that the working woman buys more than half of all 
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NOW. . Waterproof leather boots 
ossible because of sealed construction 


and 


SYLFLEX 
leather 


SYLFLEX’-processed leather keeps out 
water yet lets in air, keeps feet comfort- 
able and dry. And SYLFLEX contributes 
other important advantages. Prevents 


surface moisture from washing out the 
oils that keep the life in leather. Hence, 
leather with SYLFLEX stays soft and flexi- 
ble,won’t stiffen ,crack, shrink or discolor. 


Sylflex protection plus sealed seam construction—a watertight combination! 


Standout example: the waterproof boot 
produced by Endicott Johnson has 
uppers of SYLFLEX- processed leather, 
soles of crepe rubber, sealed seams to 
make it completely waterproof. Already 
it’s a terrific seller at $23, proving 
there’s a big market for this new kind 
of waterproof boot. 
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If you make or sell men’s sports shoes, 
work shoes, hunting boots or storm 
boots, SYLFLEX and sealed seam construc- 
tion can add important profits to your 
line. Look into it today. Dow Corning 
Corporation, Midland, Michigan. 
Canada: Dow Corning Silicones Ltd., 
Toronto. 


See these licensed tanners 
for SYLFLEX- processed 
leather tested and certified 
to meet Dow Corning 
performance standards 


Armour Leather Company 
Eagle-Ottawa Leather Company 
A. C. Lawrence Company 
Northwestern Leather Company 


DOW CORWING 


*T. M. DowCorning 
Corporation 
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Promotions and Sunshine 
Team Up in Chicago 

SPECIAL promotions and favorable 
weather have sparked fall shoe business 
into fairly normal activity in the Chi- 
cago area. With bargains gone from 
clearance tables, selling is concentrated 
chiefly on fall fashion types for women, 
on college and casuals, and on school 
shoes for children. Men’s business has 
lagged, except in sport types. 

Pointed toes continue to gain. The 
extreme tapers are getting the play in 
the fashion departments and salons 
where they continue to accelerate. The 
modified versions have taken firm hold 
in the middle-of-the-road stores, the 
family stores, and the neighborhood 
shopping centers. Black calf has started 
strong, following the trend of the past 
several years. Suede, however, is active 
in the medium price range and in the 
very high fashion spots. There is a 
good demand for open types, despite the 
fact that the closed pump is the favored 
silhouette. Casuals are off to a good 
start, and are showing better right 
now than dress types. The banded open 
types that did so well all summer are 
carrying right through in darker colors, 
both in suede and calf. The darker pig- 
skins and textured leathers are favored 
for the open types, although the shags 
and rough naps are also active. The 
laced pump, high vamp pump, and wild 
rice are highlights for fashion selling. 

Children’s business has been par- 
ticularly heartening. For the young- 
sters, strap types are pushing the con- 
ventional ties and will probably come 
out ahead. Although the swivel strap 
leads, there is strength in the one strap 
and two strap and in novel adaptations 
of each. Step-ins are extremely strong 
all the way up the size range. It’s 
pretty much the bubble or ivy league 
saddle all the way up through the col- 
lege crowd. Unusual closures are ex- 
tremely popular in boy’s departments. 

Back to college business has helped 
men’s departments considerably. This 
has brought greatest activity in sport 
types, with the conventional patterns 
still getting under way. The white 
buck remains the “all college” shoe 
evidently, although there has been sur- 
prising activity in the conventional ox- 
ford and about normal sales in various 
slip-on versions. Plain toe styles are 
favored over wing-tips. 

* * ok 


Brisk Sales Mark 
Boston Fall Opening 


A COMBINATION of good weather, 
early school opening and consumer in- 
terest kept retail shoe sales in Boston 
on the brisk side during early Septem- 
ber. A good majority of stores, both in 
downtown and suburban areas, reported 
business for early fall at least on a 
par with last year and, in many in- 
stances, better by five to ten per cent. 

Sales results were doubly satisfying 
since they were compiled during a crip- 
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pling newspaper strike which prevented 
retailers from advertising during the 
peak of back-to-school selling and the 
introductory weeks for women’s fall 
styles. Despite the ad blackout, stores 
reported traffic normal and sales hold- 
ing their own. Some were of the opinion 
that a normal situation would haye al- 
lowed them to push volume well ahead 
of last year. 

At Joseph Antell’s Newbury St. 
store, fall selling was characterized as 
“extremely good—at least as good as 
we would have anticipated before the 
newspaper strike.” By far best fall in- 
terest was centered on black smooth 
calf pumps although brown and red 
were “stronger than usual” and rep- 
tiles and imprinted leathers were mov- 
ing well. Antell’s has found a very 
slight resistance still evident against 
the pointed toe but reports the trend 
toward medium heels has softened some 
of this feeling. Suedes in a variety of 
darker colors are a wanted item also. 

Children’s business is running ahead 
of last year, mainly because of a week 
earlier opening of schools in the area. 
At R. H. Stearns, both in Boston and 
in suburban Chestnut Hill, back-to- 





and Sbicea of California's 
biithe little pumps are three easy 


ways to earn your ere 
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Clever copy, "a college major in flats!", 
aims this ad directly at coeds. By Sbicca 
of California. B. Altman. (4 cols.). 
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school selling has been brisk since mid- 
August and has held up into early 
September. Tailored casuals are a def- 
inite factor for fall campus wear with 
the bubble saddle lining up as a class- 
room fad. Another promising item is 
the bicycle bal and, of course, the ever- 
present moccasin types. Tapered toes 
will dominate the college crowd for 
dress wear. Colors are all over the 
spectrum but brown appears in for a 
good run. 

Men’s business continues to match 
last year’s — neither improved nor 
worse. Thus far, some stores find a 
definite move back to the heavier types 
after several seasons of emphasis on 
lightweights. At Kennedy’s Boston 
store, Scotch grains are finding good 
interest again and cordovan is winning 
favor for town and campus wear. 
Brown is again the predominant color 


both in dress and casual wear. 
- * ae 


Bubble Saddle Heads 
St. Louis School Sales 


SUDDENLY it’s fall—shoes are selling 
excellently in the St. Louis area. Best 
selling type is the bubble saddle, but 
each pattern bearing the Ivy League 
touch is moving in quantities. Chil- 
dren’s sales are outdistancing men’s 
and women’s, as is normal for this 
period. 

Young people’s shoes began a steady 
march of sales about August 20. Stores 
and departments both downtown and in 
the suburbs chalked up record crowds 
almost every day. Fitting chairs have 
been constantly at a premium in many 
of the outlets. Many retailers are fill- 
ing in their sizes on basics as often as 
twice a week. 

Although the biggest single item is 
the bubble saddle, traditional red rub- 
ber soled saddles in tapered toes are 
moving. Black saddle is top favorite. 

In the bubble saddles, all-blacks are 
selling for some dealers ahead of black 
and white combinations. All-blacks 
carry white touches, lacings, eyelets, 
and white welting above the black foam 
crepe sole. This brushed-smooth com- 
bination is important in all-gray also, 
for grade school girls. 

Brown and white softie ties are in 
demand for the college set. Many misses 
chose this Ivy League type in washable 
leather, especially outbound collegians. 

High school misses are adding a pair 
of black smooth skimmers to their bub- 
ble saddle purchasing. Here the slender 
toe is chosen over the rounded types. 
Skimmers and flats are unadorned or 
reservedly decorated with a _ simple 
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puffed bow or buckle-button trim. As 
one teen-ager put it, “If I get my black 
flats too souped up, they won’t go with 
sweaters and skirts, just with dresses, 
and I want to wear them with every- 
thing.” 

Extra heavy sales of bubble saddles 
this fall is cutting into sales of moc- 
front slip ons, penny slip ons, and the 
like, dealers report. 

Women’s departments are busy, but 
not jammed. Arch types are selling well 
for matrons. In heeled pumps, best 
selling style is sleek black pumps, 
closed for the sheath look, pointed for 
the fashion look. Black suede pumps, 
sculptured suede, and fabric dress- 
maker pumps are moving well with 
downtown outlets. The emphasis is on 
casuals over heeled shoes in the 
suburbs. 

Women seeking a brown dressy pump 
are favoring suedes, suede and calf 
combinations, and lustrous fabrics over 
the lizard and alligator patterns widely 
displayed. Reptile sales are for the 
most part in open toe patterns. 

Although men’s stores and depart- 
ments appear quite deserted compared 
with the children’s beehives, merchan- 
disers of men’s shoes report that sales 
are running about even with this time 
last year, perhaps a little ahead on dol- 
lars and slightly behind on pairage. 
High school boys and college bound lads 
have accounted for the bulk of the sales. 





» 





_ 
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Promotions Back Up 
New York Fall Sales 


TRAFFIc in stores has been good these 
past few weeks and most of the cus- 
tomer interest has centered on back-to- 
school and early fall promotions. News- 
paper advertisements, interior displays 
and windows—all put an emphasis on 
these important themes and stressed 
the shoes to “go with” the clothes for 
class-room, campus and all other ac- 
tivities that are part of the school cur- 
riculum. 

For girls, the important styles were 
the soft, lightweight flats, the sneaker 
and saddle oxfords with buckle in the 
back; bals, slip-ons, pumps—plain or 
T-strap—the conventional one and two 
straps and soft, little boots. All these 


in calfskin, suede, elk, brushed leathers 
—in such colors as black, brown, red, 
tan, navy, gray, green. 
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Boys’ shoes featured classic white 
bucks with rubber soles, saddles, blu- 
chers, wing tip or moccasin front ox- 
fords—in smooth or brushed leathers 
and in colors of white (buck), black, 
brown. 

Retailers of women’s shoes, especially 
those in the popular price category, re- 
ported that business had picked up con- 
siderably. Taper-toe pumps on “short 
heels” were very good. T-straps or low 
placed straps across the vamp, buckles, 
bows, piping were some of the varia- 
tions in treatment. Black in smooth 
calfskin, suede or textured leather was 
still first in demand. Fabric shoes in 
“tweedy textures or muted stripes” 
were good news for intra-season plan- 
ning. Many of the stores featured alli- 
gator and other reptiles and indicated 
that there had been satisfactory results. 

In men’s shoes, wing tip and plain 
toe styles ranged from “carefully 
crafted calfskin” to “rugged, masculine 
cordovan,” and selling was steady. 

Shoe retailers in New York are en- 
couraged. Business for most of them 
has picked up and they look forward to 
satisfactory figures ...as good as last 
year’s or slightly better. 

* * * 


Milwaukee Stores Strive 
To Match 1956 Volume 


A GLANCE at August statistics from 
Milwaukee reveals an uneven picture. 
Most stores reported satisfactory vol- 
ume, although there were enough buy- 
ers claiming slight drops to indicate a 
sporadic pattern. 

Dealers reporting that traffic and 
volume were holding at good levels, 
added that it necessitated strenuous 
promotional efforts to turn the trick. 

“Business has been about even with 
last year,” claimed one key neighbor- 
hood dealer, “but it hasn’t been easy 
to maintain that level. We’ve been pro- 
moting and advertising more than ever 
in order to meet last year’s figures.” 


Dealers report that a growing share 
of their customers buying shoes for 
their children are shopping more care- 
fully than ever. The cost of living 
pinch is a definite factor influencing 
more and more parents to hunt for 
cheaper shoes than they formerly con- 
sidered suitable for their children. Can- 
vas shoe sales are reported to have 
shown sizable climbs in many stores. 

White and straw shoe sales started 
earlier than usual this season in the 
area’s major women’s shoe depart- 
ments. Ladies’ shoe buyers report that 
less than half of their stock of whites 
and straws moved at regular prices 
after the summer season kicked off. In- 
ventories of summer shoes, however, 
were being depleted at a gratifying 
pace through clearance sales. 

There was a heavy run this summer 
on shoes with little heels. Opera pumps 
and mesh numbers also sold well. 

Fall outlook, according to buyers, is 
optimistic. Style conscious shops are 
experiencing heavy early traffic. Black 
suede and calf shoes appear to rate 
high on the list of customer preferences 
for fall wear. Very strong interest is 
apparent in the textured leathers. 
Leading colors at the onset of the fall 
season appear to be black, brown and 
gray gunmetal. 

Resistance to pointed toes and ta- 
pered heels continues to be lessening 
all over town. 

Back-to-school girl’s shoe sales were 
moving a considerable number of skim- 
mers. The standard loafers are start- 
ing to give in to the casual type shoes 
with the low silhouettes for school 
wear. 

Men’s summer shoe volume was 
slightly under last season. Shantung 
mesh front panels were more popular 
than nylon. Downtown outlets re- 
ported that their summer shoes in the 
higher price brackets sold very well. 
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Subtle fashion counseling is featured in this ad by Neiman-Marcus, Dallas. Dress- 
maker pumps in black satin are shown with dressmaker crepe suit. Notice excel- 
lent balance of ad. Shoes by Customcraft, $21.95 leight cols.). 
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WHAT COULD BE MORE DESIRABLE THAN 


‘fteen Bee 


WOMEN'S SLIPPERS 


“King Bee 


MEN'S SLIPPERS 
AND SANDALS 


tl bes 


CHILDREN'S SLIPPERS 


LINES THAT ARE GRACEFUL, STYLES 

THAT ARE SLEEK, SLIPPERS THAT SELL! 
WHAT COULD BE MORE PROFITABLE THAN 
STOCKING WHAT YOUR CUSTOMERS WANT? 
KING'S FOOTWEAR NOW HAS THE MOST 
SALEABLE LINES THAT CAN BE ORDERED 
FROM ONE SOURCE. 


KING’S FOOTWEAR COMPANY « 47 WEST 34TH STREET, NEW YORK 1 
FEATURING SUPER-SOFT, SUPER-LIGHT, BILTRITE NURON-CREPE SOLES. 
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Nationally advertised sales makers... 





new styles and colors...nylon, 


wool, angora, orlon and leather. 


Write for the 1957 Style Book. See your new sales aids: the free mats, 
the bright bill stuffers and the clever footform displays. 


RIPON KNITTING WORKS, RIPON, WIS. 
Branch Offices: New York, Chicago, Los Angeles, Detroit, Seattle, Dallas. 
in Canada: Forest City Knitting Co., London, Ontario 
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Back-To-School Sales 
Jump In Philadelphia 


THE WEEK preceding Labor Day, the 
back-to-school shopping tempo was at 
its height. Up to then, business had 
been desultory, made up to a great ex- 
tent by clearances. These were inter- 
spersed with calls for dress shoes that 
could be worn into early fall. 

One Tuesday an Elks parade 
marched in grand style down Broad 
street crossing Chestnut. Immense 
crowds were attracted including many 
youngsters who were brought down- 
town for last shopping needs. Shoes 
for boys and girls continued to be the 
prime sales makers for the balance of 
the week. Downtown stores, closed on 
Saturdays all summer, were open Sat- 
urday, August 31, to accommodate the 
increased number of back-to-school and 
back-to-career customers. Most in de- 
mand for boys were the sturdier type 
plain toe or stitched moccasin oxfords 
in burgundy or brown. Black and white 
and brown and white saddles were also 
good sellers. A swivel-strap shoe for 
girls is proving popular. This has a 
strap across the instep that can swing 
back and act as a buckle on the heel 
creating a neat pump like a grown-up’s. 

The Ivy League buckle back has cre- 
ated a lot of interest. The broad range 
of styles in flatties ornamented by it is 
first in choice. The teen-age and college 
crowd still prefers flatties or the %” 
heel. This season they seem to be more 
to its liking than ever. The longer, 
slimmer lines which copy the dress 
shoes of the older sisters, have great 
appeal. One of the popular flattie styles 
carried over from summer is the black 
shell with a sandal T strap, now in calf. 

Black suede and calf shoes for women 
do not let up as best sellers. Blum’s 
Fashion Corner continues to feature 
two Chestnut Street windows with the 
newest of them. One contains late styles 
with modified pointed toes adorned with 


satin bows, slim bands across the vamp, 
and sparkling rhinestone hat pins that 
pierce the vamp in opposite directions. 
The other window highlights exagger- 
ated pointed toes with high heels. These 
display the very deep throated tongue, 
the sneaker type and the T strap sling 
back sandal. Philadelphia fashion 
women have been very much attracted 
to these shoes. 

The past few weeks have evidenced 
a large number of transient customers. 
With the more suitable travelling 
weather many out-of-town visitors have 
been here to see the city’s historical 
shrines. Sturdy leather casuals were 
among the extra sales made for im- 
mediate wear and shoe replacements. 


* * * 


Back-to-School Shoes Sell 
Well in San Francisco 


RETAIL sales in San Francisco have 
been fluctuating up and down, but the 
general average is reported as being 
about the same as a year ago. 

Promotional efforts during August 
followed three lines. There were clear- 
ance sales, back-to-school promotions, 
and a few stores featured new fall 
models. 

Back-to-school footwear received the 
major emphasis starting the middle of 
the month and continuing right on up 
to school openings. There was a defi- 
nite trend away from the “sloppy” 
type of school wear and towards a 
more dressy look. While durability was 
pointed out in shoes for the small fry, 
this was combined with the idea of 
good-looking, too. This “dressy” look 
was pointed up to all age groups from 
the grammar school models to the col- 
lege campus numbers. 

“Flats Have Gone Dressy,” declared 
one advertisement. Some of the fea- 
tures shown are more pointed toes and 
a variety of “smooth” color combina- 
tions. Some of these include buck suede 





Tonight! Shop beth stores ent 


wseaity 15.95 


’ 


realy 27.58. Mach » 


oF ope ma. Eachenvely ot He 


ee en 


mademoiselle alligator lizard -special 19.90 


alligator and lizard handbags -specials 19.35 





This excellently focused ad centers on the natural combination of bag and shoe. 
Alligator lizard shoes in latest styling are backgrounded by line drawings of 
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in black or cinnamon; brushed leath- 
ers; and a variety of saddle models. 

For “date” wear the models follow 
the adult styles but not to the extremes 
in pointed toes and small heels. 

In the men’s models for campus wear 
the stress is on comfort as well as good 
looks in smooth suede and brushed 
leathers. 

With business and employment con- 
ditions on the upswing again, after a 
brief let-down, merchants are antici- 
pating an excellent fall business. In- 
ventories are being kept at a conserva- 


tive level. 
” aA * 


Denver Retail Sales 
Hit Record Level 


A BOOMING back-to-school business, 
accelerated interest in the new tapered 
lines of women’s shoes and generally 
increased retail activity in the moun- 
tain states area have combined to pro- 
duce shoe retail figures for August and 
early September at one of the highest 
levels in history. In school girls’ shoes, 
the story is Ivy League saddles; in 
women’s shoes, black suede tapered toe 
pumps, with brown in suede and 
polished leathers a “sneak” color; in 
boys’ shoes, loafers, “Shu-Loks”, two 
or three-eyelet ties and desert boots; in 
men’s shoes, three-eyelets and slipons 
in walnut tan and black for the busi- 
ness men and desert boots, black and 
white saddles, loafers and “grasshop- 
pers” for the high school and college 
boys. 

In metropolitan Denver, every shoe 
retailer reported fine business in al! 
lines, particularly in the back-to-schoo] 
trade. One large chain said that its 
girls’ business was predominantly Ivy 
League in both saddles and loafers. 
Black and white saddles were outselling 
gray and white, blue and white and 
brown and white six to one. Black is 
the main color in loafers, but both 
whites and browns have been selling in 
quantity. One store with a large chil- 
dren’s shoe department said that its 
$9.95 genuine moccasin loafer in rich 
brown with handsewn vamps and backs 
is still so popular that re-orders al- 
ready have been made. 

“School children are buying better 
quality and higher-priced shoes than 
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A two-strap pump featuring 
Pongee crushed kid and matching 
Rufflette SHUGOR. 


® 





points the way 
to high style 


A band of TAYLOPLEAT SHUGOR 
provides fit, and harmonizes with the 
ginger crushed kid 


An infinite variety of style creations is made 
possible and practical by the use of various 
types of SHUGOR. And remember, there is 
a big extra dividend of elasticized comfort 

. . of easy-on-and-off . . . of quick customer 


acceptance . . . in shoes stylized with SHUGOR. An interesting method of 


fitting 1s provided by a single 
piece of SHUGOR that crosses 
over the instep, passes through 
a slot, and returns. 


Crossed straps of gold 
Mylar SHUGOR add 
beauty and fit to this 
high-vamp brown 
suede pump. 


THOMAS TAYLOR & SONS 
COPR. 1957 THOMAS TAYLOR & SONS HUDSON, MASSACHUSETTS 
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CURRENT CONDITIONS 


; Manutacturing Markets 


SHOEMAKING CENTERS 








New England 


SHOE manufacturers in New England report production 
has picked up considerably in the past several weeks al- 
though the pace is stil] disappointing to some. Early fall 
selling, generally described as better than last year, at 
the retail level, has brought a rash of re-orders in many 
cases and saved some manufacturers from imminent slow- 
downs. In fact, some factories had already reduced oper- 
ations in lieu of new bookings. 

In general, buyers have been waiting for reaction to the 
newer tapered toes before re-ordering for October and 
November delivery. Current indications point to a com- 
promise on second run shoes with sharply pointed styles 
balanced by the modified types. Manufacturers of medium 
and higher-priced women’s lines report little resistance 
along these lines—in fact, their greatest difficulty has been 
in meeting delivery dates—but the more competitive lower- 
priced lines have been having their troubles, first in keep- 
ing busy on initial bulk orders and more recently in waiting 
for re-orders. 

Children’s producers have been seasonally as busy as 
expected after a dull summer and most report production 
running well over last year. For the year to date, volume 
is on a par with 1956 although there is a good chance of 
running ahead in coming weeks. Men’s shoe factories also 
report an improved pace, particularly in medium grades. 
The higher priced lines have been on schedule in most 
instances. 

A new problem arising in Massachusetts and Maine 
factories is a continued shortage of skilled labor. This has 
become particularly bothersome in recent weeks as peak 
schedules approach but manufacturers report help is hard 
to find even in slack seasons. The problem will bear 
watching jn the area. 

Although it is still too early for next season’s planning, 
many firms are talking about price increases for spring. 
Some had hoped an increase would be forthcoming on late 
fall and winter shoes but are now willing to wait for 
spring, hesitant to chance a slowing up in fall business. 
All agree higher prices are inevitable, particularly with 
new contract negotiations slated to begin shortly. 


St. Louis 


Sr. LOUIS producers continue to be jubilant over the 
volume of orders coming in. Adding to the fall patterns 
scheduled for immediate delivery, they are kept busy fill- 
ing re-orders to fall shoes in general, and casuals with 
Ivy League styling in particular. 

Tremendous retail sales of bubble saddles and other 
casuals of the Ivy League type have depleted retailer 
stocks. Manufacturers of these types are finding that 
dealers are re-ordering again and again, filling in sizes 
which seem to almost melt from stock shelves. The bubble 
saddle “bubble” does not confine itself to a small size 
range. Rather, these lightweight oxfords are moving in 
heavy volume for little people aged two and bigger people 
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aged 20, and everything in between. All of this is being 
reflected at the manufacturing end. 

Packing and shipping rooms continue to be active, meet- 
ing late September delivery dates on orders placed weeks 
ago. Women’s shoe firms queried report that re-orders are 
coming in steadily, and in some cases heavily. Women’s 
heeled shoes at retail are not selling at the pace of cas- 
uals and back-to-school patterns, but are considered lively. 

For the most part, shipments are getting out on schedule. 
Factories are at capacity. In addition, the planning, de- 
signing and sampling of new spring 1958 patterns are com- 
ing in for their share of manufacturer attention. The prob- 
lem of lasts appears to be minor at present. Producers’ 
needs have been filled to a workable level. At least one 
local last firm reports that it can—and does—give prompt 
delivery. 

Manufacturers are frowning over two problems facing 
them for spring. The important first is prices, with pro- 
ducers feeling a pinch in the added costs of doing busi- 
ness. The second problem concerns color, with manufac- 
turers expressing a desire to swing away from the heavy 
emphasis on black this fall and to give women a reason 
for wanting extra pairs of spring shoes. 

Here are the factors which add up to current optimism 
on the part of St. Louis producers: shoe stores and de- 
partments are now humming with customers; re-orders 
and fill-ins are coming in steadily; weather has been a 
favorable factor; customers are being exposed to a wide 
variety of news in footwear silhouettes, textures, and 


fabrics. 
New York State 


SHOE production evidently has not hit its mark, as yet, 
in New York City. Manufacturers report that they are not 
as busy as they would like to be; nor is cutting as satis- 
factory as they had hoped. No one wants to hazard a guess 
but there is a feeling of “waiting to see.” That is the 
general picture, more or less. Specifically, many of the 
manufacturers report that their business is pretty good. 

As far as upstate shoe manufacturers are concerned, most 
of them are operating at a high rate of activity. Summer 
soft spots began to disappear by late August as seasonal 
factors made themselves felt. A hesitant attitude in vari- 
ous segments of the industry seemed to disappear as retail 
shoe sales were energized by cool, fair weather and the 
need to prepare for school, college and fall fashion 
occasions. 

Among makers of women’s shoes, style houses have been 
helped greatly by the tapered-toe trend, yet have avoided 
most of the new last bottlenecks because pointed and 
tapered styles have been held to a moderate proportion 
of all lasts. 

Thus it appears that the lines of several middle-of-the- 
road style firms probably will find wide acceptance this 
year and will be more readily available than shoes from 
companies struggling to get high-style footwear delivered 
somewhere near schedule dates. 

[TURN TO PAGE 74, PLEASE] 
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If you sell the shoe industry 





...you can sell best in 


BOOT and SHOE 
RECORDER 


. . . long the publication of authority serving 
every phase of America’s giant shoe industry. 
Published on the Ist and 15th of every month, 
it accurately reports all up-to-the-minute news 
of the industry, merchandising developments 
and fashion trends, and many other interests 
of the trade. Its faithful audience of more than 
22,000 readers includes the buyers, merchan- 
dising managers, and other executives in lead- 
ing independent retail shoe stores, chain stores, 
department stores and manufacturing organ- 
izations—the people who decide and buy. 


Boot and Shoe Recorder is published by Chilton Company, the most diversified 
publisher of trade and industrial magazines in the country—a company with 
the resources and experience needed to make each of its 15 publications out- 
standing in its field. In keeping with Chilton policy, Boot and Shoe Recorder 
is produced by a highly competent and experienced staff whose sole purpose is 
to cover its field with such editorial excellence and strict quality control of 
circulation as to assure confidence on the part of readers and advertisers alike. 


Chilton 


COMPANY 


Chestnut and 56th Streets + Philadelphia 39, Pennsylvania 


== CHILTON PUBLICATIONS: Department Store Economist +The Iron Age + Motor Age 

= Spectator - Automotive Industries « Boot and Shoe Recorder « Commercial Car Journal 

; =} =. Butane-Propane News. Electronic Industries « Jewelers’ Circular-Keystone « Hardware Age 
~ = Optical Journal -» Hardware World + Gas + Distribution Age + Chilton Book Division 
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the 
little 
DANCE 
shoe... 









... that grew 
into big, 
BIG PROFITS 


This dance shoe, only a short time ago, was a 
profit potential. Today, it’s a profit reality! 
Why? Because the Back-to-Dance School market 
is growing by leaps and bounds. 

Increase your share . . . become dance shoe 
headquarters in your community with the help 
of the midwest’s long-time specialists, Leo’s 
Advance Theatrical Shoe Co. of Chicago. Leo’s 
. . . recommended by teachers and professionals 


alike. 


1 LEO’S authentic ballet, toe, and tap shoes are 
crafted by our own experts, right in our own shops 
in Chicago. 


2 LEO’S are a quality product, priced for profitable 
volume business. 


LEO’S Dance Shoes are available from this central 
location for prompt delivery anywhere in the 
country. 


ADVANCE THEATR 
32 West Randolph St 






Write for 1957 FREE 
® Catalog and ‘‘eye- 
stopper’ Display 













Chicago 1, II 


LEO-TARDS, too, at a profit to you! 





ICAL SHOE co. 
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While retailers have been somewhat encouraged by a 
good response to Dollar Days and similar midsummer 
promotions, many of them admit to a feeling of frustration 
and bewilderment due to the pressures and problems fac- 
ing merchants today. 

They worry about the rising cost of doing business, 
higher prices paid for shoes and the prospect of further 
increases. Especially are they concerned about the help 
situation. In despair, many small store owners and man- 
agers are trying to do their own jobs plus those of sales- 
men they are unable to obtain and keep. ® 

Some manufacturers are scarcely in a better position 
when it comes to personnel. Numerous shoe factories 
have the “Help Wanted” sign out and are advertising in 
vther shoe centers for skilled workers to fill key jebs. 

Some factories find a partial solution in encouraging older 
employes to continue working after the usual retirement 
age. 

The largest shoe manufacturer in this area recently sug- 
gested that the industry may be forced to pay higher 
wages if it is going to maintain its share of the existing 
labor force. Current low pay rates in shoe factories makes 
them unable to compete with other industries in the labor 
market, this executive warned. 











Chicago 


THE National Shoe Fair and other trade shows loom as 
major objectives everywhere. Concentration is on new lines 
to be introduced. However, some advance spring and sum- 
mer styles are already on the road. Most of these are sent 
out on the southern routes. However, they are also being 
sampled in key northern accounts. This is part of the 
changing merchandising pattern. Many retailers, particu- 
larly department stores, want a few shoes in as early as 
possible. There may be some sizable orders before the 
National Shoe Fair. Hints of likely price increases are 
responsible for some early orders. However, this probably 
won't be general. The average retailer still has too many 
fall shoes on hand, and too little money to tie up or commit 
himself at this early date. 

A few trends show up. Colors are on the clear and 

























Women’s Chukka Boot 













Tyrolean look and Tyrolean feeling in this woman's Chukka 

boot in glove leather, shown here in gray and in butternut. 

Available also in black with black crepe sole. Linings of 

glove leather or shearling. From Dunham Brothers Com- 
pany, Brattleboro, Vermont. 
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bright side. There are vivid blues, scarlet reds, clear lemon 
yellows. There are also grays, various versions of off-white, 
flax, and related colors. Although the off-whites didn’t do 
too well in all sections, there is confidence that they will 
have greater strength for volume selling. The fact that 
there was no one strong selling color last spring and sum- 
mer clouds plans and predictions for 1958. White was 
disappointing in the North, but is in the picture for early 
southern and resort selling, at least. Pigskins and other 
textured leathers are expected to be even stronger than 
this year, probably top volume producers. In early trials 
on the road there has been good response to two-tone 
treatments with contrasting inside and outside vamps. 
There has also been good acceptance of three tone effects of 
black patent, white and gray calf, black calf, gray picolo 
calf and oxford gray calf, of red, white and blue, and mint 
green, white, and blue. There will be a heavy demand for 
tapered toes on medium heels, considered to have the 
greatest potentiality. 

At this point everyone seems optimistic about spring 
business. Despite poor summer business, orders from re- 
tailers about equal 1956. 


Los Angeles 


THERE seems to be a certain uneasiness in all business 
circles, including shoe retailers, and to a certain extent it 
has affected their orders to buy. Defense cutbacks reduced 
workers’ incomes an insignificant amount but caused busi- 
ness leaders in this area to pause and consider the future. 
Family shoe stores in outlying areas near defense research 
installations particularly seem to feel it is a time to go 
slow. Cancellation of the Navajo missile project was also 
a shocker. 

Absolutely no business slowdown is apparent. Many 
shoe manufacturers seem sanguine; they point to a state- 
ment in U. S. News and World Report which states four 
million babies will be born this year; will need one billion 
pair of shoes in their lifetime. Somebody’s going to make 
them and the hustlers are sure it will be them. 

So far as can be judged from the fall orders now being 
filled, it may be a very dull winter fashionwise. Ranging 
from basics to novelty shoes, the demand seems to be for 
black, or as a wild diversion, black trimmed in black. 

[TURN TO FOLLOWING PAGE | 





For Afternoon Wear 


“Duc de Guise," afternoon style in grained calfskin, de- 
signed by Roger Vivier for Christian Dior. 
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THE FAMOUS ORIGINAL CORK SOLE 


@ resilient .. . so soft that it 
gives comfort underfoot 
and yet is long-wearing. 


@ unbelievably lightweight! 


@ flexible — for real walking 
comfort and_ effortiess 


crouching and stooping. @ insulation that's waterproof 


and weatherproof. . . to 
keep you cool in summer 


@ slip resistant — with mil- and warm in the winter. 


lions of air cell suction cups 
that work for your safety for 


@ cannot mark or mar any 
the life of the sole. 


floor surface. 


for all-day comfort you can’t beat Vul-Cork soles. Their 
lightweight flexibility combined with their insulating 
qualities give your customers real day-long foot com- 
fort plus long wearing qualities for extra mileage. Vul- 
Cork is the ideal sole for any job where there is a 
danger of slipping and falling such as farming, con- 
struction work, and in the industrial field. 

When your customers see the Vul-Cork Label on your 
workshoes, half your selling job is done. 


Vul-Cork Sole Division, Cambridge Rubber Company, Taneytown, Maryland. Makers of Vul-Cork i 


VUL- CORK & 
VUL CORK NEOPR 


. » $0 flexible, so resilient ... you can roll them up right in the palm of your hand. 
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Still- 


"Yours... for FREE!” 
But HURRY 


In May, we offered the silent salesman illus- 
trated above, absolutely free with advance 
orders placed through our distributors before 
August Ist. We were overwhelmingly oversold. 
So that no customer would be disappointed we 
duplicated our original order for these display 
stands. A few are left. If you have not gotten 
yours, contact the nearest Tingley distributor at 
once. While they last they are still available— 
FREE—with the following assortment: 















24 pair Children’s Rubbers, Red and Brown $ 30.00 
24 pair Children’s Closure Boots, Red and Brown $ 40.08 
24 pair Youngster’s Rubbers, Red and Brown $ 35.28 

Total Stock Investment. $105.36 






AND REMEMBER — 
TINGLEY RUBBERS & BOOTS S-T-R-E-T-C-H on EASILY 


4 sizes, Children’s Rubbers fit shoe sizes 614-1214 
4 sizes, Children’s Closure Boots fit shoe sizes 5-13 
3 sizes, Youngster’s Rubbers fit shoe sizes 1214-4 


THAT MEANS — 


Your stock investment of only $105.36 will meet 
practically all of your inventory requirements 
for Children’s and Youngster’s Rubber Foot- 
wear. 











TINGLEY RUBBER CORPORATION 
903 Ross Street, Rahway, N. J. 

Enter our order for your 72 pair assortment with 
permanent display fixture fall. 
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Patent pumps seem certain to be headed for their biggest 
season ever. About the only brightness to be seen in the 
coming shoe wardrobe will remain with the casuals. 

Teen agers seem to be searching for a little more dressi- 
ness in their flatties. One number that did well in the back- 
to-school selling was a black calf flat with true pointed 
toe. A very soft sole was set off by a heel that was oval in 
cross section, perhaps one lift higher than usual. Cut was 
moderately low at throat and sides, but not low enough to 
expose the base of the toes. 

With all the talk about conservative fall shoes, the de- 
livery of fill-ins on casuals is far from over for the season. 
Summers run long in California. Hottest weather is usu- 
ally in October. It is far from unusual to sell a pair of 
dress slippers for the Junior Prom and have the second 
pair sale be a pair of thong pool shoes or white spectators. 
In this casual wear the raffia and straw constructions have 
had a fine summer and sales are holding up well into fall. 
Strap sandal versions of the vinyl upper are going well 
and so are clogs and scuffs. 

It looks like a heavy battle is in the offing for Christmas 
slipper sales. Dozens of new lines are appearing in the 
field and most of them show good imagination and attrac- 
tive styling. It may prove to be quite a competitive field 
when the season gets closer. 


Work Shoes Make 
Good Leaders 


MeEn’s work shoes are such an important line at Putnam 
Family Shoe Store, Putnam, Conn., that they are stocked 
and displayed at the extreme front of the store. They 
eccupy the important spot directly across from women’s 
shoes. 

“While I do not keep work shoes separate in my book- 
keeping practice,” says owner Hyman Rosenthal, “and 
therefore can not tell what percentage they produce of my 
total dollar volume, I can say for sure that they produce an 
important part of the business. 

“Work shoes sell the year round. They know no season; 
they are never outdated as to style. 

“But the best part of this business is that men will pay 
more for their work shoes than for dress shoes. Men want 
quality and comfort in the shoes they wear at work; they 
are willing to pay well. 

“In my 25 years operating this store I have found work 
shoes to be one of my best merchandise lines. They are 
good leaders; they fill in the gap between the style seasons; 
they sell during good times and times that are not so good.” 

Work shoes are promoted with a year round window dis- 
play, with occasional newspaper ads, and with two price 
promotions a year. 

The majority of work-shoe sales are in the $5 to $9 
bracket. Shoe types are those worn by the local and sub- 
urban farmers, textile mill workers, foundry men, and 
trades mechanics. 

The work-shoe stock is in visible form on the sales floor. 
Each different number is emphasized by showing one shoe 
hung over the end of the stock box. Each shoe is hung by a 
wire brad which is pushed into the back of the rubber 
heel, then bent to form a hook. In a small store this 
provides a permanent display without using any of the 
usual display spots. 
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Profile . . . Clovis Saunders 
[CONTINUED FROM PAGE 48] 


Saunders was born in Elk City, Kan., 
in 1905. He grew up and went to school 
in Wichita. Attended Fairmount Uni- 
versity, as it was called then. The 
name has since been changed to Wich- 
ita University. 

His shoe saga started in 1926, with 
his first job as assistant buyer at Innes 
Company in Wichita, Kan. He stayed 
there for three years and then went to 
Pegues and Wright Company in Hutch- 
ison, Kan., as buyer. In 1932 he re- 
turned to the Innes Company. This 
time as buyer of all shoes for that store. 
He continued in that position until 
February 28, 1938, when he leased the 
shoe department at Woolf Brothers in 
Kansas City. And so—Saunders & 
Company was in business! 

For the past 19 years, that depart- 
ment has been operating very success- 
fully. Only women’s shoes are carried 
there and this operation is continuing. 
David Minkin, who started with Clovis 
Saunders 19 years ago as stock boy, is 
now operating manager. The same ap- 
plies to the partnership with Phil A. 
Halle, in the Exchange Building in 
Memphis, Tenn. This is a women’s shoe 
and accessory department and C. H. 
Wood, who has been with Saunders for 
about 15 years, will continue as oper- 
ating manager. 

There has always been a close and 
loyal relationship between Clovis Saun- 
ders and I. Miller, dating back to 1938 
and the start of Saunders and Com- 
pany. I. Miller closed the store they had 
and gave Woolf Brothers the exclusive 
franchise and actually put Clovis Saun- 
ders in business. 

In addition to I. Miller and Miller- 
kins, Saunders and Company, at Woolf 
Brothers, carry David Evins, Custom- 
craft, British Walkers, Margaret Jer- 
rold, Town and Country and Old Maine 
Trotters. 

Clovis Saunders and his wife enjoy 
traveling. Thus far they have confined 
their “peregrinations” to the confines 
of the United States ... and we do not 
mean the commuting they are doing at 
the present time between Kansas City 
and San Francisco. 

The industry knows C. S. very well. 
He has been active in the National 
Shoe Retailers Association as a direc- 
tor, vice-president and chairman of the 
Women’s Style Committee. He is also 
a trustee of the National Shoe Insti- 
tute and is on the Shoe Fair Commit- 
tee. 

This “profile” of a shoe man would 
not be complete if we didn’t include his 
quote about shoes. He says: “There is 
no question that the tapered toe is now 
being accepted in all grades and at all 
levels. There is nothing in the imme- 
diate and foreseeable future that is 
going to replace it. We are in an area 
where color is going to be important! 
The immediate need in the coming sea- 
son is to develop an interesting pro- 
gram of color.” 
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starring 
THREE 
top quality 


products 


For greater 
customer satisfaction 
in your lines. 


BESTO 
BOTTOM FILLER 


BESTO, with a fifty year old background of leadership 
... LEADS again with a great new advance in product 
improvement. 

Currently terminating a period of rigid “in-use” testing 
this super grade BESTO bottom filler will soon be ready 
for general offering to the trade. 


* 


RELETHA 
LININGS 


The original leather fibre socklining, RELETHA con- 
tinues to lead in TRUE quality and is doing a better 
job in more shoes for more manufacturers than ever. 


Bainflex 


INNERSOLES 


Another product origination using 100% natural leather 
fibers exclusively processed with minimum quantities of 
selected binding materials to provide the finest single- 
ply innersole material made today. An innersole with 
every desirable quality manufacturers and retailers have 
been searching for .. . COOL, COMFORTABLE on the 
foot the moment the wearer leaves the fitting stool . . . 
FLEXIBLE, of course, for the entire life of the shoe. 


NortH AMERICAN CHEMICAL Co. 


19 CHESTNUT ST., CAMBRIDGE, MASS. 
TEL. TR 6-7231 
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Cities where the public hearings will 
be held this fall include Birmingham, 
Boston, Chicago, Cleveland, Dallas, 
Denver, Kansas City or Wichita, Los 
Angeles, Miami, Minneapolis, New 
York City, Phoenix, Portland and San 
Francisco. 

Or, if it’s impossible for you person- 
ally to appear at one of the public 
hearings, write your views on taxes to 
one of the following committee mem- 
bers: 

Senators, John Sparkman (D., Ala.), 
Chairman; Russell B. Long (D., La.) ; 
Hubert H. Humphrey (D., Minn.); 
George A. Smathers (D., Fla.); Wayne 
Morse (D., Ore.); A. S. Mike Mon- 
roney (D., Okla.); Alan Bible (D., 
Nev.); Edward J. Thye (R., Minn.) ; 
Leverett Saltonstall (R., Mass.); An- 
drew F. Schoeppel (R., Kan.); Barry 
Goldwater (R., Ariz.); Thomas H. 
Kuchel (R., Calif.), and Jacob K. Javits 
(Ra Re Fas 


* * * 


Groundwork for what may be the 
first successful attempt to extend the 
federal minimum wage and hour law to 
retailing will be laid this fall at a se- 
ries of congressional hearings on the 
West Coast. 





The House Labor Committee is plan- 
ning the hearings for late October. The 
buildup for next year’s attempt to re- 
move at least a portion of the retail ex- 
emption to the minimum wage law will 
begin during these hearings. 

Several leading opponents of exten- 
sion are privately pessimistic about 
their chances for holding off extension 
in 1957—an election year. They say it 
is becoming increasingly difficult to 
fight the extension of the $1.00 mini- 
mum wage to retailing when most 
wages generally are above that figure, 
and many retail stores pay more than 
that. 

“We have trouble convincing con- 
gressmen that we are fighting it mostly 
because of the added bookkeeping, the 
policing problems, and the overtime,” 
one spokesman for a retail organiza- 
tion says. 

Congressional sources predict that 
extension, if it comes next year, may 
take the form of legislation to cover 
only the largest department stores, 
leaving intact the exemption for 
smaller stores and chains of smaller 


outlets. 
~ * cd 


You may soon be relieved of an im- 
portant part of the detailed and costly 
record-keeping now required by the 
federal government. 

A new proposal to cut government 








record-keeping requirements, proposed 
by merchants, is under study by fed- 
eral officials. Present vague and indefi- 
nite income tax regulations require 
merchants to keep books and records 
“as long as the contents may become” 
important in a tax matter. 

Under the proposal, a definite num- 
ber of years, preferably no more than 
three, would be fixed for retaining all 
books and records. In addition officials 
would restudy record-keeping require- 
ments to see if some, such as sales 
slips, aren’t duplicated, or unnecessary, 
and thus could be tossed out soon after 
a sale. 


Study the books, slips and records 
which you are required to retain. Fig- 
ure out which are duplications, and 
which aren’t important for tax pur- 
poses. Write to the Commissioner of 
Internal Revenue, Washington 25, and 
detail your position on record-keeping. 


a 


The federal government’s program 
to help high schools train young people 
in the distributive trades has been con- 
tinued by Congress at $2.6 million for 
another year. 

The program, termed distributive 
education, is an important source of 
trained workers for retailers. With 
state matching funds, some $6 million 
will be spent in the current fiscal year 


[TURN TO PAGE 80, PLEASE] 





Style 2810 UL 
Supremely comfortable, 
durably built to retain its 
elegant beauty 
through the years 







Style 2780 F 
Perfectly mated 

to MILWAUKEE'S 
distinguished chairs 








Shoe selling success and MILWAUKEE furniture 
go hand-in-hand. Modern selling calls for 
the best in modern design, and MILWAUKEE 

delivers the best in refreshing style, 
peerless construction and the kind of 
comfort that encourages shoe buying. You 
get the best store furniture creations 
from MILWAUKEE—and it COSTS NO MORE... 


WRITE FOR OUR ILLUSTRATED BROCHURE 


MILWAUKEE CHAIR COMPANY 
MILWAUKEE 46, WISCONSIN 
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\“BASCO-MEN’"( 





To help you sell . . . every pair of 
Basco Bowling Shoes are shipped in 


- FLIP-TOP DISPLAY “i d 


this colorful display box. Top of box 
flips up into sition — acts as a 
sales compelling display unit. 


SEND FOR 
CATALOG 


BOSTON ATHLETIC SHOE COMPANY 


72 Second Street, Cambridge, Mass. 
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v4 what do you 
1-4 look for 


Y Your customers want quality 
and comfort as well as appear- 
ance... Nocona’s “fill the bill’. 
Stock up now with these 
priced-right, fast-selling styles. 


“Clipper” (X- “Roper” (181) | 
100) — Full Both top and ¢ 
leather lined vamp made of 
russet dresside russet soonac. 
vamp. Russet kid 10-inch top has 
top varies in California scal- 
height accord- lows. « 400 
ing to size. leather lined 
throughout. 


IMMEDIATE 
SHIPMENT 


“Denver” (1033) — Rich 
styled ll-inch chocolate 
dresside, California top 


“Mid-Nite” (1079) —New 

black beauty has 12-inch 

kid top with California 

scallop . . . four rows with four rows of stitch- 

fancy stitching. Vamp is ing. Vamp is a_ perfect 

zlove-soft black kangaroo. blend of matching choco- 
late calfskin. 


| “Hi Top” (1072) 
—Handsome 14- 
| inch grey square 
: kip top is ac- 
"777, cented by two 
rows of stitching. 
} Black kip vamp 
adds to eye ap- 

peal. 


“Promenade” (10-X- 
OX)—Oxford of russet 
kid with leather-covered 
elastic gore on each 
side. 


NOCONA BOOT CO., Inc. 


ENID JUSTIN, President NOCONA, TEXAS 
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to help schools train future retail and 
service workers. 

This is the second successive year 
that Congress has granted the full 
amount originally authorized for dis- 
tributive education. It is part of a vo- 
cational education program, which also 
includes industrial and farm education 
and home economics instruction, cost- 
ing some $33.7 million a year in fed- 
eral funds. 

Businessmen are urged by the De- 
partment of Health, Education and 
Welfare, which administers the pro- 
gram, to work with instructors in the 
courses and to hire graduates when 
possible. 

~ * * 

The sales prices and rents of retail 
business properties will remain about 
level in most of the cities in the coun- 
try through the fall, government ex- 
perts say. 

So far this year, a slight increase in 
retail business property vacancies has 
been reported, but such space is still in 
good demand, they say. 

Real estate experts say prime retail 
properties may tend to increase in price 
in the future but secondary property 
or property in secondary locations will 
fall. Adequacy of parking space is an 
important factor. 





Modern Lighting Is Important 
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Modern lighting is also a part of the 
decorative treatment. It should be 
planned to harmonize with fixtures and 
color scheme. In many instances the 
lighting installation can serve as a 
new ceiling. This is particularly 
possible in remodeling. Many of the 
new lighting fixtures on the market 
can serve in this way as a ceiling. Such 
lighting saves the additional expense 
of decorating a ceiling. It can also 
be used to achieve a drop ceiling effect, 
thus concealing a high, existing ceiling. 

A new development in lighting and 
ceiling treatment provides both illumi- 
nation and at the same time gives 
acoustical correction. This is a trans- 
lucent, corrugated plastic material. It 
is suspended below continuous rows of 
fluorescent or slimline light sources, 
which are spaced for uniform diffusion. 
The corrugated plastic comes in rolls 
three feet wide and is unrolled onto its 
supporting tracks. It has an additional 
advantage in that it may be easily 
removed and rolled up in sections to 
wash. These three foot sections come 
in lengths up to 25 feet. This material 
also provides for easy access to light 
fixtures for lamp replacement or to 
any ducts or valves that may be above 
the ceiling. 


In addition to over-all illumination 
and spot-lighting, special problems 
must be considered. Focal lighting for 
special sections or units should be 
planned. This is especially important 
for lighting within shadow box dis- 
plays. Lighting should be built-in when 
the display areas are made. It should 
not be an after-thought. There is a 
wide choice on the market of both 
decorative and effective individual dis- 
play lighting fixtures. 


Factory Outlet Store in Tulsa 


TULSA, OKLA.—Factory Outlet Shoes, 
a new shoe store for women, opened 
in Tulsa, Okla., August 1, 1957, at 527 
South Main Street. 

The store has more than 3,000 square 
feet of air-conditioned floor space and 
is operated by Harry Weinstein and 
Isadore and Harry G. Zoblotsky as 
partners. Mr. Weinstein is active man- 
ager. 

He was formerly associated with the 
Wohl Shoe Company, and described the 
new store as “Tulsa’s first true factory 
outlet store for women’s designers’ 
shoes.” 
























JUST 1 OF MORE THAN 50° GOOD REASONS 


toe safety shoes . . 





sport. 





*WRITE TODAY for latest IN-STOCK 
catalog—over 50 styles for work and 














This sporty, shearling-lined Chucka is typical of the volume sales 
appeal you'll find in the JOHN ADDISON line. For here's a 
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their combined thinking on style trends 
for the coming spring and summer. 

This group includes women who hold 
important positions in every branch of 
the industry—designing, manufactur- 
ing, retail selling, merchandising, ad- 
vertising, promotion, public relations. 
A number of them are heads of their 
own businesses. 

Chairman of the committee is Grace 
Kent Sage, Fashion Director of White- 
house & Hardy. Co-chairman is Emily 
Bryant, Fashion Director of A. F. Gal- 
lun & Sons. The following sub-commit- 
tee chairmen have been appointed: 
Women’s Style Committee, Dorothy 
Fox Davies, Fashion Director of 
E. Hubschman & Sons, Inc.; Men’s 
Shoe Style Committee, Nancy Knox, 
partner in Clark-Knox; Children’s 
Style Committee, Eileen Reidy, Shoe 
Editor of Good Housekeeping maga- 
zine; Slipper Committee, Helen Joseph, 
Shoe Coordinator for PPSSA; Color 
Committee for both leathers and shoe 
fabrics, Margaret Markley, Shoe Edi- 
tor of Glamour magazine. 

Serving as consultants to these com- 
mittees is a Fashion Advisory Board 
consisting of three top designers—Mar- 
garet Clark, Mabel Julianelli and Beth 
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New Shrunken Grain Kid Italian Styles 


Soft tanned shrunken grain kid leathers are fashion news in Italian styled men's 
footwear. The imports, illustrated, a raglan moc front blucher and a slip-on style 
with a low quarter and high riding tongue were made by Forzinelli of Milan. They 
are detailed in John R. Evans’ "Nu-Rubee" in polished black. Evans’ Treatment 
#8, developed after years of research, imparts a richness and brilliance to this 


new leather. 





June Cunniff of Harper’s 
Maggi 


Kay Hays of Vogue. 


Levine—and the shoe editors of the 
fashion magazines—Dorothy Adams of 
Charm, Margaret Markley of Glamour, 


Bazaar, 


Morgan of Mademoiselle and 
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characteristic of this footwear. This 
applies to dress and casual styles alike. 
A majority of the shoes have close- 
edged soles, and soles somewhat thinner 
than ours. Men’s heel heights are often 
higher: 10/8 and 12/8. Great attention 
is given to finishing details. For ex- 
ample, all soles and heels are stained 
on the bottom, and often given decora- 
tive treatments. Almost all the shoes 
are fully leather-lined, even the lower 
priced ones, thus giving a “luxury” 


feel to the inside of the shoe. From a 


standpoint of weight, 


flexibility and 


softness, few Italians would find any 
appeal in American men’s shoes. 
A great variety of leathers is seen 


in Italian shoes. 


Smooth, grained, mat, 


shrunken grain, brushed and other sur- 


face textures are common. 


A surpris- 


ingly large amount of suede or brushed 
leather is used far more than would be 
found acceptable in the U. S. However, 
brushed leathers are popular with men 
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all through Europe. 

During the warmer months, or in the 
warmer climates, open sandals are 
worn by boys and men of all ages. The 
open sandal is virtually a “standard” 
type of shoe in Italy, and also in many 
parts of Europe. One, two and three 
eyelet ties, plus slipons, are style lead- 
ers. The perforated and woven leather 
patterns are also popular. 

A great number of genuine moccasins 
are made and worn, but in a much 
greater variety of patterns, many of 
them dressy. The moccasin fits in 
ideally with the demand for soft, light- 
weight and flexible shoes. Some of these 
mocs are heelless. The soleless dressy 
moc, now a popular men’s style in the 
U. S., has had continued success in 
Italy. 


Old Dress Shoes for Work 


Despite Italy’s being an industrial 
nation in the north and an agricultural 
nation in the south, few work shoes 
are sold. The desire for light and flexi- 
ble shoes has an influence even here, 
hence the men prefer to wear out their 
old dress shoes at work. In the rural 
farm areas a rubber-type work shoe is 
commonly used; also a boot with wood 
sole and leather upper for wet-weather 
wear. 

Prices of men’s shoes in Italy, rela- 
tive to quality and styling values, are 
the lowest in Europe. Average prices 
range from $7 to $10. These are excel- 
lent values. The low-price range would 
be $5 to $6, and the medium-high range 
$11 to $14. Highgrade shoes range be- 
tween $15 and $18. The same quality 
of shoe would be priced from 20 to 50 
per cent higher in most other European 
countries, and at least 100 per cent 
higher in the U. S. 

The great majority of women’s shoes 
are cement process. A great many 
closed pumps—with needle and pointed 
toes—are used. The tapered toes have 
long been popular in Italy. Sandals 
also rate high in popularity—from 2/8 
thonged sandals to 18/8 dress types. 
The sandals are incredibly beautiful 
in their delicate treatments; and the 
pumps are exquisite in their subtle 
simplicity. The beauty is available in 
popular prices as well as the more ex- 
pensive shoes. 

Many banded sandals are seen — 
backless, with wood or cork soles, and 
quite colorful. The shankless shoe is 
seen frequently, in women’s as well as 
in men’s shoes. The shank is narrow, 
almost form-fitted. A number of high 
heel moccasins have proved popular. 
It’s interesting to see the high-style ef- 
fects achieved with this type of shoe. 
Exquisite pleated effects are used on 
many shoes—and in the popular prices. 
The pleating is usually done by hand. 

Something new in women’s dress and 
evening shoes is a silk base with a lace 
or embroidered overlay. For example, 
an allover red silk base and black lace 
overlay. Various of these color com- 
binations are used. The result is a 
very rich-looking shoe. 
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Many of the lasts have a long, slen- 
der look, with seemingly shorter fore- 
part, and very pointed toes. The shank- 
piece is often shorter than those used 
in the U. S., thus enabling more flexing 
of the shoe. An appreciable number of 
elasticized toplines are used on “soft” 
shoes (without counter or box toe). 

The ornamentation of all women’s 
shoes is done in exquisite taste (Italy 
is one of the world’s centers for crea- 
tive jewelry and ornaments of all 
kinds). Some of the ornamentation is 
highly elaborate on certain shoes. For 
example, a string of tiny pearls run- 
ning the length of an instep strap; or 
a cameo effect done in leather. 


Dress heels range between 14/8 and 
22/8 (in Paris the heights average 
higher). Many are smart little mid 
heels, and lots of needle heels are seen. 
Frequently the needle heels are half 
wood, half aluminum, for greater 
strength. Or the wood is covered with 
a brass film (via a special bath process) 
which prevents breakage. For evening 
shoes, lots of beautiful jeweled heels 
are used. In casuals and playshoes, 
wedge and cork heels are popular. 
Leather heels dominate the flats field. 
Incidentally, the shoe manufacturer 
usually furnishes the leather to the 
leather heel firm which makes up the 
heels. 


Much Woven Leather Used 


All shoe manufacturers cut their own 
soles. Of the finished shoe the soles are 
finished with as much care as the up- 
pers. The sole is highly polished, may 
be given some decorative treatment. 
The sole edges have a graceful bevel. 
Most women’s shoes have leather soles, 
even in the low-price lines. 

Some extremely interesting effects are 
achieved with Italian leathers. For in- 
stance, elegant “marble-like” surfaces, 
white pebbled grain, or an exaggerated 
crushed grain, and many artistic effects 
in embossed leathers. Much woven 
leather is used, both in dress and flat 
types. Unborn calf is sometimes used 
over the entire upper, with remarkably 
handsome results. Shag-type leathers, 
with a little coarser nap than suede, 
have become popular both in dress and 
casual shoes. 

Color, especially in spring-summer 
footwear, gets a big play. Up front in 
popularity is the whole family of blues, 
from navy through to pastels. Grays, 
beiges and tans are likewise strong, and 
black-white combinations. 

Popular prices are in the $5 to $7 
range. The quality is excellent, the 
style beautiful and the style range al- 
most endless. Leather flats (including 
leather sole) will sell in the $2 to $3 
range, popular grade. The finest ma- 
chine-made shoes are in the $9 to $11 
range, and elegant artisan-made shoes 
range between $10 and $12. These are 
half the U. S. prices for the same qual- 
ity and style features. Raffia shoes 
range from $2 to $6 retail, are superbly 
made in the better grades, and beauti- 
fully styled. 

Italian women will pay the higher 
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prices for their shoes—often at a sacri- 
fice of some other item of purchase. 
They demand, above all, elegance and 
individuality in their footwear, aren’t 
interested in the “practical” (which 
they interpret as mass-produced foot- 
wear), which can be purchased at 
lower prices, but which they feel lacks 
the artisan hand and esthetic values. 
The variety of women’s shoes is fan- 
tastic — variety in patterns, styles, 
leathers, basic types, heels, ornamental 
treatments, colors, materials, etc. It is 
nothing for a medium size store (but 
small by U. S. standards) to carry as 
many as 200 or more different women’s 
styles for a given season. For the next 


season a whole new batch of 200 or 
more styles must be introduced, and 
none of the “old” ones carried over. 
Furthermore, the retailer insists that 
his shoes be “different” from any 
carried by his competitors. 

While this seems like an enormous 
inventory to carry for a relatively small 
store, the answer, as we explained 
previously, is in the absence of sizes. 
Six to 10 pairs on a given style is a 
“substantial” order to carry through 
for the season. And reorders on a 
given style are far and few between. 
It all adds up to a tremendous spread 
of styles—but which provides the 
Italian woman with the “individuality” 
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she demands and expects in her foot- 
wear. 

Perhaps no other country in the 
world has such a vast array and turn- 
over of children’s shoe styles as does 
Italy. Though the U. S. makes and sells 
12 to 15 times as many juvenile shoes, 
in the course of a year Italy’s children’s 
shoe industry will introduce almost a 
dozen times the number of our styles. 
The answer, of course, lies in the 
parental demand for styling “individu- 
ality” in children’s footwear. 

As a result, every conceivable type 
of children’s shoe is made: pumps, 
oxfords, slipons, ties, straps, sandals, 
moccasins, and in all age groups. There 
is no restraining hand on styling crea- 


tivity. Many combinations of materials 
and colors are used in children’s shoes, 
and an amazing amount of attention to 
styling detailing is given. 

What determines the new children’s 
styles for the new season? Unlike in 
women’s or men’s shoes, the styles don’t 
follow certain fashion trends in ap- 
parel, etc. Rather, the change of style 
is merely for change itself. Italian 
parents demand a steady flow of new 
styles that provide their children with 
something freshly distinctive and in- 
dividualistic. So there’s a constant and 
enormous turnover of styles just to 
comply with this demand. 

For example, Italy’s leading chil- 
dren’s shoe manufacturer (Lola) will 
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each season introduce 120 to 150 new 
styles in the 5 to 12 size bracket. But 
now comes something that will stagger 
the imagination of the average Ameri- 
can shoeman. Each one of these new 
styles is available in 30 different colors 
and materials combinations. The re- 
tailer is given a swatch card from 
which he can select the color and ma- 
terial he wants for any given style. 
And the retailer can go even further by 
specifying whether he wants the shoe 
wholly or half leather lined, or wants 
some variation in the last or pattern. 
The manufacturer will make the shoe 
as specified. 


Children’s Shoes Leather Lined 


Most children’s shoes are made by 
the cement process, though a good share 
are made by the stitchdown process. 
All the medium and better grade shoes 
are fully leather lined. Lightness and 
flexibility are an inherent character- 
istic of these children’s shoes. A large 
share of the shoes have synthetic or 
rubber-type soles. Commonly used is 
a very flexible and plumped leather sole 
made from buffalo hide and specially 
tanned. Most of the soles are trimmed 
close to the edge, as with adult shoes. 
The Italians feel this gives the shoe a 
trimmer sleeker look. 

In the better grades all the shoes are 
hand-lasted, even in the mechanical 
plants. Again, the claim is that each 
piece of leather is different in texture, 
hence needs the “hand touch” to give 
uniformity of lasting and fit and ap- 
pearance on the shoe. 

Many types of leather textures are 
used in striving for variety. A _ sur- 
prising amount of suede leather is 
used, all over or in combination with 
smooth—even in infants’ shoes. Lots of 
woven leathers are seen, particularly in 
girls’ shoes. Most of the shoes are 
leather throughout—even to the insole 
and counter. Rarely are plastics used, 
even in the cheapest shoes, though 
many fabrics are used. 

One unique thing seen everywhere 
in children’s shoes is the Turkish-like 
turned-up toe. That is, from about one 
inch back of the end of the toe, the 
last (and sole) takes a sharp up-turn. 
This style of shoe is tremendously 
popular in Italy (as well as in other 
parts of Europe). It’s very prominent 
in infants’ shoes, but extends now all 
up and through adult footwear. One 
leading children’s shoe producer makes 
30 per cent of his shoes with the turned- 
up toe. 

This isn’t a style fad but has a func- 
tional purpose. On first glance it would 
seem that such a shoe wouldn’t be in 
the interest of the child’s best foot 
health. But the shoemen are quick to 
show its virtues. First, the turning up 
of the sole and last begins where the 
longest toe of the foot ends. So the 
foot is actually on level ground. 

But why the turned-up toe at all? 
The shoemen say that the rocker-like 
sole or toe makes walking easier—espe- 
cially for a tot learning to walk. It 
helps the child to move forward with 
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each step—to sort of rock or roll for- 
ward with the step. Also, it eliminates 
tripping over objects when the toe of 
the shoe catches against something. 
The Italians think this last is here to 
stay. 

Lots of open toes are seen, and for 
all ages, in oxfords and pumps as well 
as in sandals. Many high shoes are 
used, and most are quite dressy in ef- 
fect. For example, gray or beige suedes, 
or combinations, or two-tone browns, 
or light blue with a woven white 
leather, or red and white with a per- 
forated top. Some of the hightops have 
a little round leather padding (about 
the size of a 25-cent piece) at the inner 
ankle for protection. There are no 
“rugged” shoes for children, as com- 
monly used in the U. S. All the shoes 
are light, very flexible and dressy. The 
“sturdy” shoe, as we understand it, is 
taboo. 


Retail Salesmen Not Good Fitters 


How do the children’s shoes fit? Gen- 
erally, not anywhere near as well as 
ours in the U. S. This has several rea- 
sons: lack of sizes and widths (which 
is compensated for to some degree by 
a wider selection of styles and lasts) ; 
the common practice of passing down 
shoes to younger brothers and sisters; 
and the wearing of shoes beyond the 
point that they’ve been outgrown—a 
matter often of economic necessity. Add 
to this that retail sales personnel isn’t 
as well trained in precision fitting tech- 
niques (because the primary emphasis 
is on style). But to a degree all of 
these fitting faults may be compensated 
by the far greater amount of walking 
and general foot activity of European 
children, which helps in foot develop- 
ment. 


All children’s shoes in Italy follow 
grown-up or adult styles much more 
than in the U. S. This applies also to in- 
fants’ and babies’ shoes. Ironically, 
though Italian footwear stresses flexi- 
bility, the infants’ shoes have very 
rigid soles which would not be found 
acceptable in the U. S. However, it is 
common for an average shoe store to 
show between 15 and 30 different styles 
in babies’ shoes—including a wide 
spread of colors and material combina- 
tions. 


The prices range from $2 for infants’ 
shoes to $6 for misses’ sizes. Popular 
prices range between $3 and $5 for 
children’s shoes. 

Italy may well be termed the most 
shoe minded nation in the world. It is 
a nation of fine shoemakers and crea- 
tive shoe styling. But one of the shoe 
industry’s perennial problems is that 
it has the capacity to produce far more 
than its domestic economy can consume. 
As a result, the industry is striving 
hard to interest other nations in its 
footwear, and to develop an export 
business of important size (only 4,000,- 
000 pairs shipped in 1956). The Ameri- 
can market holds especial appeal for 
the Italian shoe industry. Italian foot- 
wear has already gained an important 
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foothold here in recent years with the 
introduction and acceptance of so- 
called Continental styling. 

With the increasing interest of Amer- 
ican shoemen in Italian footwear, the 
Italian shoe industry has suggested a 
“board of American shoe buyers” to 
select Italian shoes suitable for the 
American market. Their large-scale 
orders would be given to an Italian 
“shoe clearing house” which would as- 
sign the production to a required num- 
ber of manufacturers and artisans. 
This would insure rapid output and 
promised delivery on first orders and 
reorders. The British have already set 
up a similar plan in Italy that is work- 
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ing out well. Under this system the 
shoes are purchased at prices apprecia- 
bly below those when bought from in- 
dividual producers. 


(This is the last of three articles by 
Mr. Rossi on the Italian footwear in- 
dustry.) 





Transferred to New Post 


ToLepo, O.—Warren L. Hanson, for- 
merly a Freeman shoe representative 
for 18 years at the former Hoffmann- 
Thomas Store here in Toledo, has been 
named to a similar post in the Lion 
Store’s main floor men’s shoe depart- 
ment in this city. 
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women’s shoes sold in this country— 
that is, the working girl group buys 
more women’s shoes than all the other 
women put together. Appealing to them 
meant appealing to the largest possible 
segment of the market. 

Secondly, these women form a con- 
centrated package right in Dalsimer’s 
front yard — the business district of 
Philadelphia. And they do most of their 
apparel shopping right in the area. A 
downtown location, then, is not a liabil- 
ity; it is a distinct necessity. 
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A third factor: generally, the office 
girl shops for budget prices and high 
fashion. And it was precisely in this 
area that Murray Rolfe saw a signifi- 
cant gap in women’s shoe retailing. 
Prior to coming to Dalsimer’s, he had 
established a wide reputation as a de- 
signer with Delman’s in New York. 
He found retail shoe selling divided 
between high fashion shoes on one hand 
and budget shoes on the other. But be- 
tween the two was a gray area of si- 
lence. “This was just my dish of tea,” 
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notes Murray Rolfe. “We had to go out 
and shop lines with great care. We 
built them to mesh perfectly within a 
certain price range.” Now, with the ad- 
dition recently of the Citations line, 
Murray Rolfe feels that he has the 
flexibility and range he needs. The stock 
is comprehensive without losing the 
popular price identity. Branded lines in 
addition to Citations, include Original 
Debs, Jocelli, Schiaparelli Debs, Penobs- 
cot Trampeze, Fortunet, Shenanigans, 
plus Dalsimer’s personalized line, Dal 
Debs. A higher priced line, Salon De 
Luxe, is stocked to fill in a particular 
price area. 

The inauguration of “fashion on a 
shoe string” program presented one 
major problem: that of integrating it 
with the other Dalsimer lines, for the 
original volume was too valuable to 
throw out. There are now two other 
departments, the women’s comfort and 
functiona! shoe department and the 
men’s shoe department. There was also 
at one time a children’s department 
making Dalsimer’s a complete family 
operation. This has been abandoned 
and the store confines itself to teen- 
agers and above. 


When Comfort Supersedes Style 


The comfort shoe department is one 
of Dalsimer’s original areas of opera- 
tion. It is still a consistent source of 
volume, second only to the fashion de- 
partment. And it will grow even larger. 
The high fashion foot eventually be- 
comes the comfort foot and by that 
time the shopper is sold on Dalsimer’s. 
Brands include Walker T. Dickerson, 
Cantilever and Tru-Poise. 

In this department are also stocked 
functional shoes for nurses, other pro- 
fessional women and waitresses. Ten 
different types of functional shoes are 
stocked. This department, comfort and 
clinic, has established an excellent rep- 
utation with doctors for accurately 
fitted non-orthopedic shoes. Dalsimer’s 
features the “Clinic” brand shoe along 
with others. 

The second department is the men’s 
shoe department. “Men are always in 
a hurry,” says Murray Rolfe. “And 
they usually know exactly what they 
want.” The men’s department conse- 
quently is up front next to the entrance. 
Its design, while blending with the rest 
of the first floor, is distinctly masculine, 
done in pine wood. The lines featured 
are Bostonians, Mansfield and 
Plymouth. An exclusive in Philadelphia 
is Stone Tarlow’s “Elevator Shoes,” 
which Dalsimer’s has been particularly 
effective in promoting. 

There’s one other area of promotion. 
Like most modern stores, Dalsimer’s 
features an accessories department. 
This is a large department near the 


door opposite the men’s department. Not 


treated as an afterthought, it, too, 
stresses smartness at budget prices. 
“When the working girl buys shoes, she 
is going to buy accessories somewhere 
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to go with the shoes,” said Murray 
Rolfe. “If not here in Dalsimer’s, we 
fail in suggestive selling for we have 
the colors, the coordinates and the tex- 
tures.” Polishes are also important and 
Dalsimer’s salespeople are schooled in 
picking the right dressing for each 
shoe. 

Murray Rolfe looks at his program 
in light of constant and remorseless 
competition. Faced with over 100 new 
shoe shops in recent years, Dalsimer’s 
has held its volume and pushed forward 
through knowing and selling its market. 
He believes that independent retailers 
can maintain vigorous competitive po- 
sitions through forward looking mer- 
chandising in fashion, fitting and 
courtesy. 

This means, of course, that the sales- 
man is the key factor—the difference 
between top volume and bankruptcy. 

“The point of sale is so important,” 
Murray Rolfe emphasizes, “and the 
time the customer actually spends in 
the store with the salesman is so short 
—minutes!—that an intelligent sales 
approach is imperative. The best laid 
promotion is no better than the sales 
force.” E 

Rule number one, then, in Murray 
Rolfe’s book on the care and feeding 
of salesmen: “Never use the sales 
force for non-selling functions in this 
type of operation. Use fewer, top 
quality salesmen, rather than more run 
of the mill order takers.” Consequently, 
he installed “maid service” for his sales 
staff, removing from them tasks that 
reduce effective sales time on the floor. 


Sales Meeting Every Ten Days 


Keep the sales force informed is rule 
two. Because high fashion is such a 
fast changing item, every ten days 
Murray Rolfe holds a sales meeting 
during which time latest fashion notes 
are reported—a “what goes with what” 
conclave. The working girl expects to 
get such information. The sales force 
as a result is always on top of current 
fashions, knowing just what shoe styles 
to present for each fashion problem. 

“Don’t hand the shoe to the customer, 
present it,” is one of his frequent ad- 
monitions. “The vital, warm touch, 
that’s what we’re selling,” is another. 

“Romance,” is an important word. 
There’s romance in the new pointed toe 
for fall, he insists at these sales meet- 
ings. There’s more excitement and a 
greater challenge for sales people in 
the new toes than there has been since 
high button shoes. This romance ex- 
tends from the manufacturer to the 
man at the fitting stool. 

There’s romance, too, says Murray 
Rolfe, in selling comfort shoes and great 
satisfaction for the salesperson in 
fitting a foot that needs help. Respon- 
sibility is very great, for the customer 
bestows great confidence in Dalsimer’s 
salespeople. He states categorically 
that the major shortcoming of sales- 
people today is a lack of knowledge of 
human nature. “Look at the face”, he 
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admonishes, “as well as the foot.” 

Although he has an office upstairs, he 
prefers to remain at a desk near the 
rear of the first floor where he can 
coach and quarterback the plays. 

He feels that the presence of top 
management on the premises imparts 
a vital and warm touch to the opera- 
tions that is impossible in decentralized 
chain operations. This intimacy also 
appears in Dalsimer’s advertising for 
Murray Rolfe does not believe in hand- 
ing over such activities to outside 
agencies. “Agencies can’t inject the 
fitting stool feeling, the looking-into- 
the-face feeling into the copy.” Adver- 
tising is carefully integrated with the 


total promotional activity which in- 
cludes windows, mailing lists, news- 
paper advertising and publicity, all in- 
sisting that “Dalsimer’s Protects the 
Working Girl Against the High Cost 
of Fashion.” 

One theme has been stressed by Mur- 
ray Rolfe in all promotional activities: 
“It’s smart to buy from Dalsimer’s.” 
And the selling of this idea of asaite 
ness is not confined to the young office 
women on the first floor. You’ll find the 
comfort people reminding the customer 
of not only the excellent fit but also the 
smart appearance of the shoe. Matrons 
shopping Dalsimer’s are told that 

[TURN TO PAGE 111, PLEASE] 
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Letters to the Recorder 


Photo a Reminder of Shoe Industry Truths 


I felt sure you would be interested in the enclosed 
photo of the shoe salesman out of the past. The style 
seems to suggest the years 1880 through 1889. 

This gentleman is Charles A. Claflin of Milford, Mass. 
He sold shoes to my grandfather who had a retail store 
in Belleville, Ill. My father, who was then a young man, 
did the buying. He and Mr. : 

Claflin must have been close 
friends since we had this 
photo. 

Mr. Claflin 
looks like a_ successful 
young business man. My 
own idea of appearance for 
any salesman is this: He 
should at all times dress in 
keeping with the quality of 
his line or the type of manu- 
facturer he represents. 

The shoe industry is very 
competitive today — among 
manufacturers, and also 
among salesmen. 

For years we sold a retailer a bill of goods, packed 
the line and forgot about him. Today, after you’ve sold 
the line your work has just begun. You must be able 
to show him how the shoes should be sold, how to promote 
them, the fitting in of the sales force, advertising, selling 
themes and features and many such other matters. 

I think suggestions work best of all. I build a little 
story about my suggestions. 

Incidentally, I’ve been one of your subscribers for 
more than 25 years and I am now associated with the 
Carpenter Shoe Company, whose southeast territory I 
cover from headquarters in Atlanta. 





certainly 


Charles A. Claflin, shoe 
salesman of a bygone era. 


OSCAR L. HUFF 
ATLANTA, GA. 


Clearance Sales A Shoe Business Evil 


Many stores with their regular clearance sales have 
developed a group of customers who buy only on sale. I 
have a small leased department in a department store 
here in Palmerton. I see customers and service them 
personally, 9AAA and other hard to fit customers who 
wait for sales only. The store actually advertises and 
encourages them to wait for sales. Why should the cus- 
tomers pay regular prices when they know they will 
get them at below cost prices after season, which is 
every three months to some stores. 

I run sales spasmodically and never on staple shoes. 
Some stores in order to keep up their dollar volume will 
actually take a loss on orthopedic oxfords, the most 
staple of all shoes, which must be replaced anyhow. The 
net result of all these abuses of common sense business 
policies and methods is loss of profit. 

The loss on markdowns, higher transportation costs, 
higher wages, pensions, fringe benefits, social security, 
etc., is enough to keep any businessman stepping. How- 
ever, the evil of the ever growing army of customers 
who will buy only when the store loses money—this army 
built up by clearance sales, run almost every month in 
some stores even semi-annually—this is the evil that 
will eventually put a man out of business. 

If all the businessmen could get together and put an 
end to this evil, all the others would take care of them- 
selves. A contented worker must be able to make a 
living. A contented businessman must make a profit. 

HARRY SCHWARTZ 
PALMERTON, PA. 
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Color Accented at Guild Week Shoe Show 





White Alone, And in Combinations Indicates Coming Strong Trend 
In Resort Wear; Pumps, Straps, Sandals Also Considered Important 


New YorRK — Guild Week, recently 
held by the Guild of Better Shoe Manu- 
facturers here, opened southern resort 
collections, some holiday and early 
spring styles. Color was the feature 
of the resort collections. 

Carrying on the strong trend in 
white and white with color were pumps, 
straps and sandals in white alone, 
white trimmed with black, lighter 
browns including bronze; _ brighter 
blues, red and other colors. White 
equally divided the honors with such 
combinations as red and blue or pink 
and light blue and white as a trimming 
in small areas on colors. Striking com- 
binations were orange trimmed with 
white or turquoise with a white trim. 
Harlequin multicolors appeared in a 
number of shoes. 

The return of pale pink and pale 
blue, often combined with white, was 
noted by several of the Guild members 
and one comment added that pink and 
blue had been missed in last year’s 
warm weather collection. In addition 
to clear white is the off-white or pale 
beige—with neither a pink nor a yellow 
tinge—but well-described as “bone,” a 
real bleached tone. 

Prints added a great deal of color, 
in beautiful combinations, to a number 
of the Guild resort collections. These 
silk prints—some warp and some screen 
—were usually floral and usually over- 
all designs, although grounds showed 
in some. In two instances, the flowers 
were large but scattered and one flower 

‘was centered on the vamp to give a 
striking and unusual effect. Besides 
the floral designs, stripes appeared in 
a number of shoes, ranging from multi- 
color candy stripes to glowing Orien- 
tals. 

In one holiday collection bright red, 
Electric Blue and Emerald Green satin 
evening shoes were the striking 
featured colors. In this same collection 
black was used in many materials— 
silk, satin, peau de soie and brocade 
trimmed with gold, silver, metallic mesh 
and rhinestones. A feature of this 
manufacturer’s holiday and early 
spring shoes were tiny toe ornaments, 
a single jewel or a metallic bar across 
the toe. 

Pumps were important throughout 
the collections but straps and sandals 
were also important. Wide bands, 
three-quarters of an inch, in some, were 
featured but there were also some 
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stripping sandals. Unusual ways of 
opening quarters were tried by one 
manufacturer. T-straps and _ instep 
straps had new treatments. 

A tendency toward slightly lower 
heels, around 19/8, for instance, was 
noted and considered more graceful 
with the new shorter skirts. Where the 
very high, very thin heels were used, 
types of materials were used to ensure 
against breakage. 


Hanson Is Lease Appointee 


ToLeDO, O.—Appointment of Warren 
L. Hanson as Freeman shoe representa- 
tive in the Lion Store’s main floor men’s 
shoes department has been announced 
by R. C. Rausch, personnel representa- 
tive. Mr. Hanson, with more than 40 
years in shoe retailing, was formerly 
Freeman representative 10 years at the 
former Hoffman-Thomas store on Su- 
perior Street. 





Air Step Pattern Selected 
As Shoe of the Month 


Shoe of the Month for September, as 
selected by the Shoe Fashion Board of 
St. Louis, is this Brown Shoe Company 
Air Step pattern called Parfait. A first 
Fall shoe, the suit pump combines tail- 
ored simplicity and the current impor- 
tance of textured leather. Of black 
Rotolo calf, the Parfait achieves a dull 
soft look through the finely grained 
leather. The cuffed bow and button or- 
namentation follow through the tailored 
styling. Toe is tapered, sole beveled, 
insole cushioned for added wear. 


The May Company Plans 
Largest Shoe Stock Space 


CLEVELAND — The May Company’s 
first branch store, which is expected to 
open in October in the Cleveland’s 
Cedar-Warrensville shopping center, 
will boast “the largest shoe stock space 
for a suburban store in this area,” ac- 
cording to Floyd Page, May’s women’s 
and children’s shoe buyer. 

The new store will feature space for 
40,000 pair of shoes in the women’s 
shoe department, and space for 25,000 
pair of shoes in the children’s depart- 
ment. Its downtown store was recently 
remodeled to swell stock space to 100,- 
000 pairs. 

The new Cedar store was designed 
with an enlarged shoe stock space in 
order to make the departments as com- 
plete as possible and to eliminate short- 
stocking, characteristic of suburban 
branch operations. 

Although the various shoe sections 
will carry the same lines and styles as 
the downtown store, more emphasis will 
be placed on the casual styles, which 
are in particular demand in suburban 
areas. 

The women’s shoe area, including 
casuals, will be located on the main 
floor, directly adjacent to the leather 
goods and hosiery departments, to in- 
crease coordinated shoes, handbag and 
hosiery sales. 

Furnishings will include 150 wood 
base chairs with harmonizing nylon up- 
holstery. Floors will be carpeted 
throughout, and fluorescent lighting 
will be used. 

Glass and wrought iron display 
tables will be used with specially-lit 
open shadow boxes along the walls. All 
other stock will be concealed in the 
stock area in back of the chairs. 


Wives of Mountain States 
Travelers Form Auxiliary 


DENVER—Wives of board members of 
the Mountain States Shoe Travelers 
Association met at the Lakewood home 
of the wife of the second vice-presi- 
dent, Sam Stone, and organized the 
first Women’s Auxiliary to the Moun- 
tain States Shoe Travelers Association. 
Mrs. Frank M. Phillips, wife of the 
association president, was named tem- 
porary president of the auxiliary. 

Mrs. Stone was chosen vice-presi- 
dent; Mrs. D. D. Lindley, secretary, 
and Mrs. Don Robinson, treasurer. 

The women are now working on by- 
laws to be voted on at a meeting in No- 
vember preceding the Denver Shoe 
Show. 

Membership is open to all wives of 
shoe travelers in the mountain states 
area. Purpose of the auxiliary is to 
assist the shoe travelers with their 
spring and fall shoe shows, plan special 
events for visiting women retailers or 
retailers’ wives, and to build up a 
closer relationship among women in the 
shoe trade. 
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Years 


The H. P. Wasson and Company Eastgate branch shoe salon, Indianapolis. The 

window wall is just out of camera range at left. The slipper bar is also at left. 

Beige walls and carpet are spiced with alternate yellow and bittersweet uphol- 
stered chairs, table tops and shadow box displays. 


By FLORENCE MARIE TAYLOR 


INDIANAPOLIS—The new H. P. Was- 
son and Company Eastgate footwear 
salon is the result of nine years’ plan- 
ning and dreaming. It is the answer 
to most mistakes made in shopping 
center branches, according to Carroll 
H. Connor, merchandise manager. 

The footwear salon is located in the 
Wasson department store branch in the 
new Eastgate Shopping Center, eight 
and one-half miles east of the down- 
town business section in Indianapolis. 

It has several startling innovations. 
Perhaps the biggest surprise is the 
stock room which has room for some- 
what more than 16,000 shoe boxes in 
case expansion makes that much space 
necessary. 

The salon opened with $100,000 of 
footwear in stock. Perhaps the most 
talked about innovation has been the 
stocking of women’s fashion shoes at 
$14.95 and $16.95. The incredible suc- 
cess of this line, which has left the 
department a little short of stock, ac- 
tually surprised Wasson’s itself. 

Mr. Connor believes plenty of stock 
is also the reason for another surprise, 
the very good business in higher priced 
casuals by Joyce. The store was told 
this wouldn’t happen. 

The salon occupies 5000 square feet. 
Breathtakingly beautiful, it is in the 
outdoor colors of deep beige and yellow, 
sparkled with the brilliance of bitter- 
sweet. The luxurious carpet is pale 
beige. The variance of Peckwood and 
tweed fabric wall sections add diversity 
to, and enliven, the deep beige walls. 

Another interesting wall is a low di- 
vision panel in the children’s depart- 
ment where leather covering gives it 
the appearance of tile. There algo is a 
section behind the row of chairs which 
is in front of the window. 

The window, by the way, forms the 
greater part of the fourth wall. It is 
a large display window which faces the 


90 


mall. People passing by on the mall 
may look into the floor-to-ceiling win- 
dow and see the entire colorful depart- 
ment. 

There are close to 100 chairs alter- 
nately upholstered in pale yellow and 
bittersweet. Brilliant bittersweet is 
picked up as background for two 
shadow boxes, and also for formica 
tops on light walnut display tables. 
Chromium table legs add a modern 
touch. 

Mirrors are built in the front of low 
display tables, placed in the middle and 
at each end of a row of chairs. By 
twisting a screw, they can be tilted to 
any angle desired by the customer. 
They are indirectly lit by means of a 
fluorescent bulb concealed under the 
table top. 

Important are the copious displays 
of shoes. There are no glass cases. Mr. 
Connor said people look around and if 
they see something that appeals to 
them, they’ll sit down. Otherwise, if 
shoes are displayed in only a few 
shadow boxes, the conclusion is drawn 
that the department does not have 
much stock. 

The two-tier walnut slipper bar with 
bittersweet top, is located in front of a 
cabinet built onto the wall. In the back 
of it are shelves for boxes of slippers. 

Another arresting display is a semi- 
circle of two shelves around a post, 
which are covered with white cotton 
carpet for accent. The lower shelf is 
lit indirectly by lights concealed under 
the one above it. The contrast of black 
patent leather shoes and bags shown 
here is so vivid that the effect is three- 
dimensional. 

The stock room is part of a perimeter 
stock room plan that encircles the 
store. The shelves, adjustable to men’s, 
women’s or children’s shoes, lock into 
a metal bracket. The room is well 
lighted. 

A freight elevator from the ground 
floor is located at one end of the stock 


room so that stock may be unloaded 
quickly and easily. 

Lines carried are Footsavers, Cus- 
tom Craft Troylings, Naturalizer 
which is the biggest line, and Sandler 
of Boston. Women’s casuals are “Al- 
lure,” Joyce Heelets and Joyce casu- 
als. Little canvas shoes for mother and 
children are quite popular. Pedwin 
boys’ and young men’s shoes, and Bus- 
ter Brown children’s shoes complete 
the lines. 

The department advertises exten- 
sively. The picture of the Eastgate 
branch is included on all ads to indi- 
cate the merchandise is available at 
both stores. 

Robert Stroud is the buyer for all 
shoe departments at their downtown 
and Eastgate stores. Raymond Howard 
is the general manager of the Eastgate 
branch. 

Walter E. Wolf is president of Was- 
son’s. Louis C. Wolf and Charles Ef- 
roymson are vice-presidents. Richard 
L. Glasser is secretary-treasurer. 


July Footwear Production 
Up Eight Per Cent 


WASHINGTON — Footwear production 
in July 1957 of 46.0 million pairs was 
8 per cent higher than 42.8 million 
pairs produced in July of last year and 
1 per cent higher than the 45.4 million 
pairs produced in June 1957. Ship- 
ments of footwear in July 1957 of 48.2 
million pairs were valued at $179.6 mil- 
lion. 

Men’s dress and play shoe production 
in July of 5.4 million pairs showed an 
increase of 3 per cent over the level 
of July of last year, and was 11 per 
cent lower than the 6.1 million pairs 
made in June 1957. Women’s dress and 
work shoe production in July 1957 
amounting to 15.6 million pairs repre- 
sented an increase of 6 per cent from 
the 14.7 million pairs made in July of 
last year, and was 20 per cent higher 
than the number made in June 1957. 
The output of all other footwear in 
July was 11 per cent higher than the 
number made in July 1956. 





Top Sports Figures Look 
To Mrs. Felton for Shoes 


BOSTON—She handles the feet of the 
sports great, Mrs. Sally Felton, of New- 
ton, Mass., has been the one-woman 
branch of the E. E. Taylor Corporation 
in her shoe-filling activity. 

In the past six years, for example, she 
has shod such luminaries as Ted Williams, 
Ray Boone, Billy Pierce, Jackie Jensen, 
Jim Rivera, Ted Lepcio and Dick Gernert. 

Other Big League partisans include 
Jim Lemon, Mickey McDermott, Chuck 
Stobbs, and even umpires like Ed Hurley, 
Larry Napp and Bill Summers wear 
Sally's shoes. 

After explaining that anyone who 
takes an interest in her customers can 
accomplish the same rapport, Mrs. Fel- 
ton, makes a gloomy and painful con- 
fession: 

"Oh, how I miss the Braves!" 
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Promoted To Executive Staff 
Of Edison Brothers 


St. Louis—Edison Brothers Stores, 
Inc., has announced the appointment 
and promotion of Bill Moore to a mer- 
chandising post on the home office 
executive staff. Mr. Moore was previ- 
ously manager of the firm’s Chandler’s 
shoe store in Portland, Ore. 


‘ 


BILL MOORE 


In his new capacity, Mr. Moore will | 


be associated with Harry Gould, buyer 


in the indoor casual division. Starting | 


as a salesman for Edison Brothers in 
1933, Mr. Moore was promoted to man- 


ager in 1941. He has managed several 


of the larger Edison Brothers stores on 
the West Coast. 


Golkin Heads PR Department | 
| 


Established by Shoe Chain 


New YorkK—Glenn Golkin has been | 
appointed head of the newly established | 
public relations department at National | 
Shoes, Inc., major retail chain operat- | 
ing 136 popular-price stores in New | 
York, New Jersey, Connecticut, Massa- | 
chusetts and Maryland. He was for- | 


merly an associate editor at the Haire 
Publishing Co., New York. 


In his new position, Mr. Golkin as- | 


sumes supervision of all National Shoes 


public relations, publicity and allied | 
functions, coordinating these activities | 
with the firm’s advertising agency, | 


Emil Mogul Co., Inc. He will also serve 


as editor of the chain’s house organ, | 


The Bell Ringer. 


Prior to joining the Haire Publishing | 
Co., where for the past five-and-a-half | 
years he worked on merchandising | 
in the housewares, | 
home furnishing, and linens and domes- | 


trade magazines 


tics fields, Mr. Golkin served in various 


editorial capacities on trade papers de- | 
voted to radio and television, confec- | 
tions and ice cream, tobacco, the motion | 


picture industry, and public relations- 
publicity. He has also been a free-lance 
public relations consultant. 

He was graduated from New York 
University in 1950. During World War 
II, he served with the U. S. Army Air 
Force. 
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Boston Shoe Market Week Will Open September 29 


BostoN—The next Boston Advance 
Spring Shoe Market Week will open 
on Sunday, September 29 and continue 
through October 3, it was announced 
by Maxwell Field, show manager and 
executive vice-president of the New 
England Shoe and Leather Association, 
sponsors of this show. 

“Our Association has extended in- 
vitations to volume shoe buyers to at- 
tend this show. This Spring Showing 
is being sponsored by our Association 
on a non-profit basis only as a service 
to manufacturers and buyers who must 














show or buy their samples and cases 
early,” Mr. Field pointed out. 

“More than 200 volume shoe manu- 
facturers from New England, New 
York, Pennsylvania and other states, 
have already reserved exhibit rooms at 
the Hotels Statler and Touraine. Other 
lines will be on display in sales offices 
in Boston’s famous shoe district on 
Lincoln and Essex Streets. 

“As a special service, sleeping reser- 
vations are being made for visiting 
buyers by our association at Boston’s 
hotels,” said Mr. Field. 


Venetian points and lo-line pumps need the new 
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St. Louis — Formal openings were 
held recently for six Edison Brothers 
Stores. One was in a new location, and 
five had been through extensive re- 
modelling. 

The five modernized stores were 
Burt’s in Birmingham, Ala.; Leed’s in 
Pomona, Calif.; and Baker’s stores in 
Wichita, Kan., New Orleans, La., and 


Edison Brothers Opens New and Renewed Stores 


Louisville, Ky. The alteration program 
for these included new facades and 
modern deck windows. Interiors, with 
the exception of Baker’s in New Or- 
leans, were also completely modernized 
and furnished with new appointments. 

The Baker’s store in Wichita Falls, 
Tex., was moved from its former loca- 
tion to larger quarters at 820 Indiana 
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Avenue. The new store is 28 feet wide 
and 150 feet deep, with a facade of 
pink terra cotta. 

“There will always be a downtown,” 
said Irving Edison, executive vice- 
president, in commenting on the firm’s 
program of remodelling downtown loca- 
tions. “Our policy is to keep in step 
with the redevelopment of downtown 
sections. Our modernization program of 
old stores goes hand in hand with the 
company’s expansion plans.” 

Edison Brothers Stores also opened 
three new Chandler’s stores in August, 
two in the New York area and one in 
Toledo, O. 

The Chandler’s in Green Acres Shop- 
ping Center, Valley Stream, Long 
Island, ranks among the firm’s larger 
units. Lewis Fisher is manager. The 
other new New York area store is lo- 
cated in Manhasset, Long Island, with 
Douglas Lewis manager. Elmer Jeff- 
ryes, with headquarters in Long Island, 
is regional manager for both stores. 
The two new additions give Edison 
Brothers a total of six Chandler’s 
stores in operation in the New York 
area. 

The Chandler’s in Toledo is located 
in the Westgate Village Shopping Cen- 
ter. Robert Feskorn has been named 
manager. Bert Oglesby is regional 
manager. 

The concept of all three of the new 
stores, as designed by the firm’s ar- 
chitectural department, is similar. 
Stone and glass have been used in se- 
ries of panels, so that large sections of 
the modern interiors are visible to 
passers-by. 


Charlene Osgood to Speak 
At Columbus Show Brunch 


CoLumsBus, O.—Charlene Osgood, of 
the Kid Leather Guild, will be the prin- 
cipal speaker at an opening day brunch 
meeting during the Spring Buying 
Mart here. The Mart, sponsored by the 
Ohio Shoe Travelers Club, will be held 
at the Deshler-Hilton Hotel, opening 
November 10 and closing November 12. 

Miss Osgood will present her style 
forecast for the coming season and will 
explain how to take advantage of the 
outlined trends at the retail level. Di- 
rectors of the club have adopted for 
this show the theme, “A well informed 
retailer is a successful retailer.” 

In addition to the brunch meeting, the 
club has arranged a general member- 
ship gathering and banquet. 


St. Petersburg Shoe Group 
Elects Robinson President 


St. PETERSBURG, FLa—At a reor- 
ganization meeting of the St. Peters- 
burg Retail Shoe Merchants’ Associa- 
tion, new officers were elected as fol- 
lows: 

John T. Robinson, manager of the 
shoe department at Rutland’s Men’s 
Store, president, and John J. Seymour, 
manager of Webb City’s shoe depart- 
ment, secretary and treasurer. 
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Pratt Institute Broadens Course in Shoe Designing 


NEw YorK—A new course has been 
added to the classes in shoe designing 
at Pratt Institute in Brooklyn, accord- 
ing to Joan Bennett who teaches these 
classes. The second, and last, semester 
in the senior year has included work 
in a shoe factory. This year students 
of shoe design will be required to com- 
plete a project, the designing of an 
entire line of shoes for the manufac- 
turer in whose factory they have been 
gaining practical experience. In addi- 
tion to designing the line, each student 
must be able to give reasons for the 
design of each shoe included and, in 
addition, show the relation of each shoe 


style to the trends in the clothes that 
will be worn with these shoes. 
Specialization in shoe designing 
starts in the junior year. In the first 
semester a course called Introduction 
to Shoe Design places strong emphasis 
on ability to sell ideas as well as to 
design shoes. This point of view comes 
from Miss Bennett’s conviction that 
the ability to express one’s ideas and 
to convince others of them is increas. 
ingly important to young people enter- 
ing the shoe industry. In addition to 
knowing how to design shoes, they may 
need to be able to show a line in a 
manufacturer’s show room and to sell 
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the shoes to the customer. Or they 
will need to sell their designs to a 
manufacturer. In the second semester 
of their junior year her pupils are, as 
she expresses it, “on their own,” to 
observe and learn and design. In the 
first semester of their senior year they 
will learn all the technical side of shoe 
designing. They will study lasts to 
start with. Later, they will make their 
own pullovers. 

As more fields are opened to students 
of shoe designing, they need to know 
more about merchandising, about dif- 
ferent seasons and different pricing. 
They must know about all fashion— 
ready-to-wear and hats, fabrics and 
the feeling of textures, for example, 
as well as shoes. They should be 
greater experts on all fashions than 
workers in any of the other fashion 
apparel fields, Miss Bennett believes. 


Sam Sullivan Shoes 
Promotes Luis Mendoza 


LAREDO, TEX. — Luis Mendoza was 
named executive vice-president of Sam 
Sullivan Shoes, Inc., here, it was an- 
nounced by Sam Sullivan, president. 

Mr. Mendoza, associated with the 
firm for 18 years, has served as both 
buyer and general manager. He is a 
member of the board of directors of the 
corporation. 

A former district Texas Amateur 
Athletic Federation welterweight box- 
ing champion, he is considered one of 
the top golfers in the area. 


Named Shoe Department Head 
In Belk-Stevens Store 


SHELBY, N. C.—John Brewer, who 
has been associated with Shelby retail 
shoe stores for 26 years, has been ap- 


JOHN BREWER 


pointed manager of the Belk-Stevens 
Company shoe department, it was an- 
nounced by store manager W. P. Ellis. 

Mr. Brewer came to Shelby from 
Monroe in 1931, opening his own shoe 
store in 1934 and operating it until 
July of this year. 

The new manager relieves J. O. Tal- 
bert of shoe retail duties. Mr. Talbert 
will devote his time to store display 
and sales promotion. 
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New Display Idea Helps Increase Sales 


LINCOLN, NEB.—The use of pegboard 
panels to show shoe styles from one de- 
partment in another department has 
proved effective for Wells & Frost, 
Inc., it is reported by President John 
F. Wells. The idea is especially work- 
able when a store has more than one 
department handling shoes in a par- 
ticular category, he pointed out. 

Wells & Frost has a downstairs 
men’s department for popular priced 
dress and work shoes. Better shoes for 
men are carried ina street floor de- 
partment. Pegboard panels, each about 
three-by-five feet, have been installed 
in each department. 


In the downstairs department, the 
display board shows the various styles 
to be found upstairs. Often, the foot- 
wear merchants explained, a man shop- 
ping in the downstairs department 
wants something better or more expen- 
sive than is carried there. The panel 
display attracts his eye and he is sent 
to better shoes. The same thing fre- 
quently happens with a work shoe cus- 
tomer. 

Inversely, Mr. Wells continued, a 
customer in the street floor department 
doesn’t feel he can afford the shoes 
carried there. The display panel show- 
ing less expensive shoes gives him a 
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chance to switch to the downstairs de- 
partment without undue embarrass- 
ment. 

A similar display panel proved prof- 
itable during the storm footwear sea- 
son last fall and winter and will be 
used again this season, he added. This 
pegboard display is set up between 
work shoes and dress shoes in the 
downstairs department. One of each 
type of rubber footwear in stock is 
shown on the panel. It speeds up ser- 
vice remarkably and saves a lot of sell- 
ing time. 





Mystery Explosion Ruins 
Lakewood, Colo., Shoe Store 


DENVER—An explosion of unknown 
origin in early August blew out the 
entire east wall, lined with shoe stock, 
and dropped the roof in on the shoe 
store owned by Sam Matalon at 11500 
W. Colfax Avenue here in suburban 
Lakewood. Loss of $25,000 was set by 
Mr. Matalon who suffered from a heart 
attack when he was called to the scene 
of the explosion. 

Hundreds of shoes were strewn over 
the area in a half-block radius and 
were guarded from intruders by state 
police. A fire in the basement preceded 
the blast and caused considerable dam- 
age to stock within the building. 

The explosion occurred at night. Mr. 
Matalon is undecided as to whether he 
will rebuild the store, which he first 
had opened in June, 1948. 





Men’s Shoe Department 
Remodeled and Enlarged 


LINCOLN, NEB.—The men’s shoe de- 
partment managed by Conrad Schlei- 
ger at Gold & Co. department store has 
been completely remodeled to carry 
over 1100 pairs of shoes on the selling 
floor, plus concealed adjoining storage 
for as many more pairs. It has 22 by 
33-feet of selling space and is located 
on a 60 by 153-foot balcony devoted en- 
tirely to men’s clothing, sportswear, 
hats and shoes. 

Entire selling area is carpeted in 
neutral-colored broadloom. There are 
17 ‘movable, upholstered chairs. Deco- 
ration scheme is copper-red cornices 
and woodwork, and gray floor cases. A 
column bordering the department has 
been covered with simulated gray brick 
and encircled with rows of three 
shelves illuminated by spotlights. Two 
top shelves are slanted for display of 
shoes, while the lower one is level for 
showing polishes, shine kits, etc. Wall 
shelving also is illuminated by fluores- 
cent tubing concealed beneath the cor- 
nice. Brand-names adorn the cornice. 

Three floor display fixtures have two 
rows of slanted shelving on top and en- 
closed storage space beneath. These 
face on the main traffic aisle. One fix- 
ture is devoted to work shoes. Mr. 
Schleiger will continue to carry better 
work shoes in the men’s shoe depart- 
ment, while less expensive work foot- 
wear will be sold in the basement. 
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Three New Shoe Stores Open 
In Indianapolis Suburb 


INDIANAPOLIS, IND.— Several shoe 
stores have opened in the new Eagle- 
dale Shopping Center located in the 
northwest outskirts of the city. The 
location is near one of rapid expansion 
of new homes. There are 31 stores and 
businesses in the $2 million structure, 
and a tremendous car lot that can take 
care of 25,000 cars a day. 

Marott Shoe Stores, Inc., opened a 
branch here as part of a long range ex- 
pansion plan in branch stores. It is 
the fourth branch, and carries men’s, 
women’s and children’s lines. 

It is paneled entirely in Driftwood 
Ash with several sections completely 
draped to add interest. Color tones are 
beige and green. The rugs are dark 
green. Chairs are beige with Driftwood 
Ash trim. The store is extremely well 
lighted with both fluorescent type and 
spots. 

Semi-parlor in style, the store is de- 
signed so that part of the stock is hid- 
den, and part is in the open. Planters 
placed around the room and over door- 
ways add charm. The children’s plat- 
form is across the rear wall. The floor 
area is 30 by 70 feet, with 20 by 70 feet 
devoted to actual fitting space. 

Rupert Morlock, the manager, has 
been with Marott’s about 18 years. 
Virgil H. Gebauer is president of the 
organization, which includes the six- 
floor main downtown store. 

Schiff’s Shoes Stores also opened a 
new branch in the Eagledale Shopping 
Center. The 30 by 130 foot area has 
light oak shelving. The “semi-canopy 
counter” and hose bar is located handily 
in the front of the store. Fluorescent 
lighting and large front windows add 
light and beauty to the store. 

Specialty items to be found in the 
store are tap, toe and ballet dance 
shoes, majorette boots, Little League 
and baseball oxfords, bowling oxfords, 
hunting and fishing boots, house slip- 
pers and ice and roller skates. Ben 
Syphens, a twenty-year employee of 
Schiff’s, is the manager. 

Collier’s, a popular-priced family 
store, is the third shoe store to open in 
the new shopping center. It carries a 
complete stock. Accessory lines include 
handbags, hosiery and socks. 


Silver Dollars Promote 
Back-to-School Shoe Sale 


SALT LAKE City, UTAH—Silver dol- 
lars increased back-to-school sales for 
the Youthful Shoe Store here, and 
helped the firm celebrate its 10th an- 
niversary in business, as an exclusive 
children’s shoe store in downtown Salt 
Lake City. 

During the birthday celebration, the 
firm gave away a bright, new, shiny 
silver dollar with the purchase of every 
pair of shoes in the establishment. 

The promotion, according to a store 
official, was advertised extensively in 
the local newspapers, and was very 
successful. 
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Fake Books Ingenious Item in ‘Back-to-College’ Window 


St. Louis—Subtle book titles were 
used by one downtown St. Louis shoe 
store to draw attention to its back-to- 
college window displays. 

Swope Shoe Company, 905 Locust 
Street, set up replicas of wood book- 
shelves in its fall promotional windows. 
On the shelving, fake volumes alter- 
nated with actual footwear for effective 
display. The books shown were not re- 
movable from the shelves. Authors and 
titles were merely painted in bright 
show card colors on flat wood back- 
grounds. 

One window was given over to casu- 
als, under a Wellesley banner. The 


titles of these volumes included: 

How to Write a 
Longfellow; Latin I, by Nero; Pig 
Latin, by Hog; Famous Plays, by 
Grange; How to Type, by Hunt and 
Peck, and Tall Tales, by A. Giant. 

The opposite street window, Mis- 
souri University bannered, showed mid- 
heel and high-heel pumps interspersed 
with books. Titles included the fol- 
lowing: 

Little Women, by Short; Math I, 
by Hard; Math II, by Harder; Math 
III, by Wow, and Art in Shoes, by 
Swope. 
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Hotel Space Is Allotted for Pacific Northwest Show 


SEATTLE, WASH.—The Pacific North- 
west Shoe Travelers will hold their 
Spring Show at the Olympic and New 
Washington Hotels in Seattle on No- 
vember 3, 4 and 5. 

Space in the two hotels was allotted 
during the first week of September and 
advance publicity was scheduled for 
1300 buyers in Washington, Oregon, 
Idaho, Montana, Canada and Alaska. 

A salesmen’s get-together will be held 
on Saturday, November 2, which will 
include the introduction of the new 
officers for 1958 following a Dutch 
lunch. 

The program will include the tradi- 
tional Monday breakfast on November 
4. Also scheduled is a buffet dinner at 
the Norselander on the final evening 


of the show, Tuesday, November 5. 

Approximately 500 buyers and 150 
salesmen are expected to attend. 
Harold D. Pearson is president and 
Aileen McGuinn is secretary-treasurer, 
with headquarters in the New Wash- 
ington Hotel. 


Firm Opens Third Shoe Store 


JACKSONVILLE, FLA.—The firm of 
Utsey & Lester has opened its third 
Buster Brown shoe store for children 
located at 3573 St. Johns Avenue, in 
the Avondale Shopping Center, here. 
Mrs. Zuma Fuller is manager. 

Other Utsey & Lester Buster Brown 
stores are at 221 Hogan Street and at 
1984 San Marco Boulevard, this city. 
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Patrick’s Opens Fowler’s 
Family Shoe Store in Denver 


BOULDER, CoLO. — Fowler’s Family 
Shoe Store, owned by Patrick’s Shoe 
Stores of Denver, was opened in this 
state university city at 1211 Pearl 
Street September 5, under the manage- 
ment of Andy Eastman, formerly man- 
ager of Fashion Shoes, Englewood, 
Colo. The entire operation of Fowler’s 
Family Shoe Store was moved by Pat- 
rick’s from its former location at 3927 
Tennyson Street in North Denver. 

The store building here was remod- 
eled with a new modernistic front and 
new fixtures prior to the opening. It 
occupies 2250 square feet. 

William Patrick, owner of the three 
Patrick’s stores, said he is moving his 
outlet or budget store from his main 
store at 3448 Broadway, Englewood, to 
the Tennyson Street location. The 
third large Patrick’s store is in the 
Cherry Creek Shopping Center in 
South Denver. Mr. Patrick had bought 
the former Fowler’s Family Shoe Store 
on Tennyson Street a year ago. He is 
retaining the Fowler name in Boulder 
because there is already a Pat’s Shoe 
Store here. 


Dwyer’s Opens Fifth Store 
In Suburban Syracuse 


SyRACUSE, N. Y. — The Northern 
Lights Shopping Center, adjacent to 
North-South Route 11 and the New 
York State Throughway, was selected 
by Dwyer’s Junior Shoes, 316 South 
Warren Street, as the site for the com- 
pany’s fifth store. 

Opening its first branch in a subur- 
ban shopping center there last month, 
Dwyer’s handles children’s shoes ex- 
clusively. The company also operates 
stores in Binghamton, Endicott and 
Schenectady. 

The new store, approximately 25 
by 45 feet, is decorated in the same 
tones of apple green and yellow used 
throughout the chain and allows for 
a hidden stock of over 4,000 pairs. 

Newspaper ads announcing the open- 
ing advised customers living in the 
North Syracuse area that they would 
find their children’s record cards filed 
both downtown and in the new branch 
store from now on. In addition, several 
thousand letters were mailed to resi- 
dents in the thickly populated com- 
munity calling their attention to the 
convenience of shopping near home. 

Head of the expanding company is 
Theodore W. Dwyer. Mary Schleider 
is in charge of the new Northern 
Lights branch. 


Store Opens in Kokomo 


Kokomo, IND.—Madison Square Shoe 
Store for men and boys has _ been 
opened at 105 East Sycamore Street 
with Dick Shirar as manager. A two- 
day grand opening was held. 
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Shoe Stores Among Units 
In Indiana Shopping Center 


INDIANAPOLIS, IND. — Shoe stores 
were among those opened in the new 
two-million-dollar Meadow Shopping 
Center, located on Kast 38th Street in 
the northeast outskirts of the city. 

This center is near several large 
apartment developments. Serving a 
neighborhood of about a_ three-mile 
radius, the Meadows stores have an es- 
timated 165,000 persons within their 
trading area. There is parking space 
for 2,000 cars. 

In the Thom McAn Shoe Store each 
department has a special color scheme 
and distinctive decoration. The walls 
are hawthorne with upholstered chairs 
of yellow in the women’s and children’s 
department. 

Picking up the yellow, the men’s 
department is an attractive contrast 
with sunflower yellow walls and cop- 
per red chairs. 

Special lighting provides a glare- 
less and accurate impression of leather, 
texture and color of the shoes. 

Schiff’s also opened a new store here. 
This organization has expanded 
through community shopping centers 
for several years, and has developed 
a merchandising plan especially suited 
to neighborhood shopping clientele. 


Nobil Opens First Store 
In Youngstown, Ohio 


YOUNGSTOWN, O.—Nobil Shoe Co. 
has opened its first outlet in Youngs- 
town, in the Lincoln Knolls Shopping 
Plaza, on McCartney Road. Walter 
DeMase, of nearby New Castle, Pa., is 
manager. He joined Nobil in 1953, 
and was previously manager of the 
unit in the Call Plaza Shopping Center 
in New Castle. 

The new store carries men’s, wo- 
men’s and children’s shoes in separate 
departments, and also has a hosiery 
and handbag bar; a large selection of 
house slippers, rubber footwear and 
gymnasium shoes. 

Women were given a $1.99 handbag 
from regular stock with each purchase 
of $3.99 or more during the opening, 
while men received a pair of Argyle 
hose with each purchase of $4.99 or 
more. Boys were given a pistol or soft- 
ball, while girls were given a handbag. 


Chain Opens Tenth Unit 


BuFFALoO, N. Y.—Liberty Shoe 
Stores, Inc., a Buffalo chain of family 
shoe stores, has opened its tenth unit 
in the Southgate Plaza, West Seneca. 
The new unit has more than 6,000 
square feet of floor space and has spe- 
cial display sections for men’s, women’s 
and children’s shoes. 

Manager of the new store is Edward 
R. Gorski who has been associated with 
the chain since 1949. 

The new store has fluorescent light- 
ing and is air conditioned. Walls are 
finished in beige and brown shades. 
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Four Promotions Announced 
By A. S. Beck Shoe Corp. 


New York—Jack Domash, vice-presi- 
dent in charge of store operations of 
the A. S. Beck Shoe Corporation, has 
announced four personnel promotions 
and new assignments involving five of 
its retail stores. 

Moving from the position of assistant 
manager of the Orlando, Florida loca- 
tion to manager of the new Daytona 
Beach store is Robert Corbitt. 

Newly promoted to managers of their 
stores are Milton Bloom of the South 
Gate Shopping Center store in Milwau- 
kee; Leon Konwinski, of the Erie, Pa. 
store; and Maurice Neff of the West 


Flagler Street store in Miami, Florida. 
They all move up from posts as assis- 
tant managers, 





Iowa Store Now Selling Shoes 


To Seventh Generation 


Onowa, la.—The Bakke Shoe Store 
celebrated its 75th anniversary here re- 
cently by fitting a little boy who rep- 
resented the seventh generation of a 
local family to do business with the 
store. The original member of the fam- 
ily bought the first pair of shoes back 
in the early 1870's. 

The business was founded by E. E. 
Bakke in 1872 as a boot and shoe mak- 
ing shop. His grandson, Clarence, is the 
present operator of the business. 
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Facilities Rank High in Shoe Department 


The corner shoe department in Montgomery Ward's new Portsmouth, O., store 
adjoins service facilities concentrated on the building's east side. A wide corridor 
beside the curtained door at left connects first floor sales departments with the 
receiving platform by means of a door leading directly from corridor to truck dock 
and a service elevator which also opens into the shipping area. Shoe department 
stock located behind the curtained door and beyond the paneled pillar (center), is 
typical of the perimeter storage plan used throughout the building, which The 
Austin Company designed and built. Lowered ceiling permits more intimate lighting 
effects in this department and allows use ef overhead space for mezzanine stock 
storage reached by two stairs behind shoe department partitions. 
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Chain Plans New Store 


LANSING, MicH.—Wilkerson Shoe 
Company of St. Louis has signed a 
long-term lease on the local Neisner 
store at 212 South Washington Avenue 
for establishment of a new shoe store. 
Extensive alterations to the south half 
of the store will start immediately. The 
shoe concern, of which John Wilkerson 
of St. Louis is president, hopes to be 
able to open the store by November 1. 

The store will carry a line of men’s, 
women’s and children’s footwear, in- 
cluding hosiery and women’s handbags. 
The Lansing outlet brings the total of 
Wilkerson stores in the Midwest to 15, 
besides 32 leased departments in other 
stores. The firm also has a large num- 
ber of outlets in the South. 


Thom McAn Will Open 
Shoe Drive-In in Spring 


Syracuse, N. Y.—Spring occupancy 
is scheduled for Thom McAn’s first 
drive-in shoe store in the East, to be 
constructed on Erie Boulevard East. 

The specially-designed building will 
contain 7000 square feet of space. An 
acre of land in the fast developing 
business block west of the Bridge 
Street traffic light is involved in the 
long-term building and leasing agree- 
ment between the Joseph Cashier & 
Company interests, owners of the site, 
and the shoe company. 


Richard McAuliffe, assistant to 
Fred Gerstenberg, Salina Street store 
manager, is expected to manage the 
new store. 


Retailer Plans to Combine 
Shoe Store and Residence 


WINOOSKI, VT.—John DePaul, pro- 
prietor of the DePaul Shoe Service 
here, has given the Winooski City 
Council the details about his plans to 
construct a $40,000 building on the cor- 
ner of Main and West Allen Streets, 
which he will use as shoe store and 
residence. 

Since it will be primarily a business 
property, the shoe dealer will not be 
entitled to the five-year tax-free period 
granted on some new structures. How- 
ever, he was informed by the city 
fathers that the shoe store building 
would be assessed for only half of the 
actual cost of construction. 


Mervis Takes Sole Interest 


DETROIT—Hyman Mervis has taken 
over the interest of his former partner 
Abraham Schlecter in the Cinderella 
Sample Shoes, downtown women’s shoe 
shop at 33 John R. Street, and will 
operate as sole owner. Mr. Mervis and 
Mr. Schlechter have operated the store 
here for 11 years. It was formerly 
operated by Jack L. Shaw and William 
Spivak. 
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About Shoe People 





Stan’s Boot Shop has been opened as 
a family type shoe store near central 
Detroit at 5039 Chene Street by Mary 
and Stanley Gosik, who formerly oper- 
ated the Nortown Boot Shop in the 
northeast section of town for the past 
four years. Mr. Gosik was formerly 
with Shapiro Brothers in Hamtramck, 
nearby suburb, a high style store, for 
about 28 years. The new store is in the 
location occupied for close to half a 
century by the Jaglowicz Shoe Store. 

Re pe 


Famous Brands Shoes, headed by 
Morton C. Robins, has opened a third 
downtown shoe store at 1228 Randolph 
Street, Detroit. Two additional corpo- 
rations are being formed to operate the 
different units, with Mr. Robins as 
president and general manager of each. 

* * * 


Henry A. and James S. Chrostek 
have taken over sole ownership of the 
Village Boot Shop, in Detroit, selling 
men’s and children’s shoes exclusively, 
in which they were formerly partners 
with Michael Chojnowski, who is Mrs. 
Chrostek’s father. He is now retiring 
from the company, but will remain as- 
sociated with the store, which is lo- 
cated on the east side at 17414 Chester 
Street. 

* * * 

Ralph W. Meanwell, owner of the 
Walk-Over shoe store at 221 South 
Washington Avenue, Lansing, Mich., 
has closed the outlet after having oper- 
ated the business for 30 years. He at- 
tributed high rent for forcing him out 
of his business. 

Mr. Meanwell will continue to oper- 
ate a shoe store in a building he owns 
in Ann Arbor. He has operated a shoe 
store longer than any other Lansing 
merchant dealing exclusively in shoes. 
He and Joseph Burton started the busi- 
ness in 1927. Mr. Burton died in 1943. 


* * * 


Gerald L. Watkins and his son, 
Robert, are the new proprietors of the 
shoe store at 2422 South Cedar Street, 
formerly owned by Robert Klock. The 
name, Klock’s Shoes, has been changed 
to Watkins Shoes. Robert has been 
manager of a downtown Lansing shoe 
store for the past two years and has 
been in the shoe business for more than 
six years. 

* a 

Joseph Livingston, formerly man- 
ager of the shoe department of the 
George Muse Clothing Company, At- 
lanta, Ga., and prior to that, manager 
of the Pettrey Brothers Shoe Stores at 
Clarksburg, Fairmont, Morgantown 
and Grafton, W. Va., has come to St. 
Petersburg, Fla., to become assistant 
manager of the Walk-Over Boot Shop, 
442 Central Avenue, it was announced 
by owner Fonda Jackson. 
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Belle Mode Footwear of Boston has 
opened a permanent display office in 
Room 604 of the Langford Building in 
downtown Miami. Charles K. Sadolf, 
long-time resident of this area and well 
known in local shoe circles, is the rep- 
resentative. 

cK * = 

Samuel Black has been named as 
manager of the century-old Feineman 
Brothers clothing and shoe store in 
Rochester, N. H., was announced by 
Robert E. Feineman, proprietor. Mr. 
Black was manager of the R. W. Put- 
ney Company store here for eight and 
a half years before that establishment 
was closed and has served as chairman 
of the Merchants’ division of the Ro- 
chester Chamber of Commerce. 

ok * * 


Harry Toffel, who has been in the 
shoe busines for 37 years, has opened 
a new family shoe store at 8505% 
South Vermont Avenue, Los Angeles. 


* * ** 


Frederick P. Schaeffer, for many 
years a shoe salesman, has been made 
manager of Sears Roebuck Valley shoe 
department at 12121 Victory Boulevard, 
North Hollywood, Calif. 


Dick Koon, who has been connected 
with Edison Brothers for the past 14 
years, is now manager of the Leeds 
Shoe Store at 315 E. Main Street, 
Alhambra, Calif. 

* *~ * 

J. V. Horne, secretary of the Shoe 
and Leather Council of Canada and 
also of the Tariff Department of the 
Canadian Manufacturers Association, 
has been elected an Associate of the 
Chartered Institute of Secretaries of 
London. 

ok * of 

Murray Gold is the new owner of 
the Foss Shoe Store at 1251 River 
Street, Hyde Park, Mass. Mr. Gold 
formerly was associated with Barton 
Shoes, Inc., in the Jamaica Plain sec- 
tion of Boston. 

Robert P. Breeding of the Sam Smith 
Shoe Corporation in Newmarket and 
Frederick Koch of the Page Belting 
Company in Concord, N. H., have been 
named as associate directors of mem- 
bership for the New Hampshire Chap- 
ter, National Association of Account- 
ants. 

ok ad * 

Schiff’s Shoe Store recently opened 
in the Twin-Aire Shopping Center, In- 
dianapolis, adjoining the Twin-Aire 
Drive-In Theaters. Both projects are 
owned by Dr. Marvin Sandorf, provid- 
ing an immense parking lot. The new 
shoe store is managed by Don Greene. 








YEARS 


to get to the top with 
Dr. Posner children’s shoes 


That’s all it took Dorothy and Sam Price of 
Sunrise Junior Bootery—to become the leading 
juvenile shoe store of the Palm Beach area! 

Each year this store sets whopping new records! 
Want to spurt your children’s shoe sales? 

Call, write or wire for complete information about 
a Dr. Posner franchise in your trading area. 


DR. POSNER 


children’s shoes 


DR. POSNER SHOE CO., INC., 112 w. 34 STREET, NEW YORK, N. Y. 











Financial News 





Colonial Tanning Reports 
Record-Breaking Sales 


Boston—Colonial Tanning Company, 
Inc., announced record-breaking sales 
for the fiscal year ended August 31, 
1957. 

Shipments of all leathers, totaled 
45,308,598 feet for 1957 versus 43,908,- 
556 for 1956. Dollar volume was $17,- 
957,543 for 1957 versus $16,420,506 for 
1956. 

A scheduled production of 50,000,000 
feet for the 1957-1958 period was an- 
nounced by Kivie Kaplan, general man- 
ager. In order to accommodate the de- 
mand for Colonial leather in all divi- 
sions, extensive modernization and ex- 
pansion has been recently completed 
at the Hartnett Tanning Company at 
a cost of about $500,000; new equip- 
ment is being installed at Porter 
Patent Leather Company at a cost of 
about $250,000; and at A. J. Crowhurst 
& Sons, new equipment is being in- 
stalled at a substantial cost. 

All of these companies are manufac- 
turing subsidiaries of Colonial. The ad- 
ditional capacity already activated will 
provide substantial increases in the 
production of patent leather, side 
leather and splits. 


Endicott-Johnson Reports 
Higher Net on Lower Sales 


Enpicott, N. Y.—Endicott Johnson 
Corporation reported higher net earn- 
ings on lower sales for the six months 
ended May 31. Net sales were $70,- 
226,849 compared with $73,557,466 a 
year ago. Net earnings were $1,694,- 
723 compared with $1,497,003. 

Inventories were $48,459,141 against 
$46,102,198 a year ago. Finished foot- 
wear on hand and in own retail stores 
increased from $28,859,593 to $31,194,- 
229. 

In applying the normal base stock 
method of inventory, the company 
credited $89,543 this year compared 
with a debit of $458,201 last year. 

Current assets amounted to $76,698,- 
594 this year compared with $74,139,- 
647, and current liabilities were $32,- 
489,475 against $29,352,652 a year ago. 

The report noted that the company 
retroactively adopted the declining 
balance method of depreciation in June, 
1957, for most acquisitions made since 
December 1, 1955. As a result, the de- 
preciation provision for the current 
period is $322,000 greater than it would 
have been under the previous method. 
Of this, $147,000 is applicable to the 
prior year. 
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Allied Kid’s 1957 Profit 
Runs to $3.52 Per Share 


BostoN—Allied Kid Company’s con- 
solidated profit after taxes for the 
fiscal year ended June 30, 1957, was 
reported as $848,874, or $3.52 per 
share, by Benjamin Simons, president. 

Mr. Simons said lower earnings on 
side leathers were offset by better earn- 
ing on other leathers, resulting in total 
earnings which were about equal with 
those last year. 

Despite increases in operating costs, 
Mr. Simon noted that Allied was per- 
mitted a normal operating profit and 
a fair demand for most leathers since 
raw skin and hide prices fluctuated 
only within a relatively narrow range. 

At an early August meeting the 
company’s directors voted to pay an 
extra dividend of 20 cents per share. 

The company’s fiscal figures for net 
sales of products and services for 1957 
were $27,349,937, which compared with 
$27,614,831 in 1956. 





Agnew-Surpass Shoe, Ltd., 
Hits Top Sales in Its History 


TorRONTO, ONT.—Record sales and 
increased earnings are shown by Ag- 
new-Surpass Shoe Stores, Limited, in 
its 29th annual report covering the 
fiscal year ended May 31, 1957. 

Consolidated sales of the company 
and its wholly-owned subsidiary, The 
John Ritchie Company, Limited, 
amounted to $12,935,542 against $11,- 
469,985 in the preceding year, being an 
increase of $1,465,557. The year’s sales 
were the highest in the company’s his- 
tory, states President K. R. Gillelan, 
and were approximately 13 per cent 
higher than the preceding year. 

Consolidated net income, after taxes 
of $462,110 against $342,042, amounted 
to $515,897 against $426,144 in the pre- 
ceding year. The net income was equal, 
after preferred dividends, to $1.22 a 
common share against $1. Dividend 
payments on the common stock amount- 
ed to 40 cents per share in each year. 
The dividend rate has since been raised 
to 50 cents a year. 

Earned surplus rose to $2,006,850 
from $1,674,948, and net working capi- 
tal was lifted to $3,065,022 from $2,- 
859,742. 

The company spent a net amount of 
$158,242 for additions to fixed assets 
during the year, the president states. 
Seven new stores were opened, and as 
of May 31 last, 120 stores were in op- 
eration. Arrangements are being made 
for the opening of additional stores. 





Melville Sales Up 


New York— Retail sales of Melville 
Shoe Corporation for the four weeks 
ended July 27, 1957 were $7,527,316, 
compared with $7,115,394 for the like 
four weeks last year, an increase of 5.8 
per cent. For the thirty weeks ended 
July 27, sales totaled $64,917,834, ver- 
sus $60,467,330 for the like period of 
1956, an increase of 7.4 per cent. 
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First-Half Increase Noted 
By A. S. Beck Shoe Corp. 


New YorK—A. S. Beck Shoe Corpo- 
ration and subsidiaries report consoli- 
dated net earnings, before federal taxes, 
for the six months ended June 30, 1957, 
of $968,221. After taxes, net income 
amounted to $509,599, which, after de- 
ducting dividends on the preferred 
stock, was equal to $1.01 a share of 
common stock. 

Net income after federal income taxes 
for the same period in 1956 was $478,- 
970, equal to 93 cents a share of com- 
mon stock. 


U. S. Shoe Corp. Reports Net 
Earnings of $2,430,150 


CINCINNATI—The United States Shoe | 


Corporation, in a statement covering 
the twelve months ended July 31, re- 
ports net earnings of $2,430,150.79. Net 
before federal income taxes was $4,- 
715,014.80. Net sales during that period 
totalled $40,651,183.40 and cost of sales 
amounted to $31,169,006.59. 


Teenage Winter Casuals 
Pushed by Manufacturers 


New York—Boots from eight manu- 
facturers are featured for teenage 
cold-weather casual wear in a double- 
page spread in the October issue of 
Seventeen Magazine. 

Recommended as “active, playful and 
fleet-footed” are: (1) Kickerinos’ shag 
leather with gilt-buckled tabs, about 
$10; (2) Joyce’s suede with stitched 
pixie points, about $10; (3) Sandler of 
Boston’s self-tied suede with stitched- 
down collar, about $11; (4) U.S. Rub- 
ber’s completely washable cotton duck 
with pile lining, about $6; (5) Lissak 
Shoemakers’ fleece-lined suede with rib- 
bed rubber sole, about $12; (6) Golo’s 
grained calf with Orlon fleece lining 
and tie, about $12; (7) Moxees’ fleece- 
lined calf with an accent of ponyskin 
fur, about $12; and (8) I. Miller’s 
ponyskin boot with fleece lining, about 
$17. 


Leather 
Style 
Report 


Grains, Novelty Leathers 


Shaping Up for 1958 Styles 


New YorK — Early-bird peeps at 
some of the high-fashion preparations 
for next season’s shoes leave no doubt 
that there will be more individually- 
sponsored promotions than the trade 
has seen in years. Dramatic colors in 
leather are moving in fast but no one 
on the selling front is going to soft- 
pedal pointed lasts and new heel shapes. 
Millions of women and girls have shoe 
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wardrobes they are unwilling to clas- 
sify with old hats, and they will have 
to be convinced that sharp toes are 
“the forward look” and will be sidewalk 
scenery for some time to come. 

With these two potent ingredients 
of 1958 footwear, many style houses 
are adding new surface-interest leath- 
ers. It will not be merely color plus 
toes plus heels but also design in 
leather to add to pattern of shoe. Ad- 
vertising copy is certain to go romantic. 

Some of the introductions by tanners 
justify the extended efforts of shoe 
designers. Textured leathers of many 
grains are seen repeatedly. In some of 
the newer samples and pull-overs are 
two interesting offerings from G. Levor 
& Company, Inc., a tannery which so 


long has specialized in white and now 
is making rapid strides in color and 
“design-leathers.” 

One of Levor’s grains is called Mer- 
maid and suggests the stylized-scales 
of the mythical siren of the seas. The 
design is deep-sunk with a resulting 
duotone effect between the high-glaze 
of the surface and the contrasting 
imprint. 

The second novelty leather by Levor 
is a perforated, arabesque motif 
called Coquette which lends graceful 
swirls to lasted shoes. Both of these 
design leathers in black and white are 
being used in several patterns by key 
manufacturers and one of the lines 
viewed also has Hibiscus in allover 
styles as well as with white trims. 
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IT’S GOOD BUSINESS TO STOCK LONE STAR COWBOY BOOTS - TEXAS’ 
GREATEST POPULAR PRICED COWBOY BOOT LINE. Write for Catalog. 
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toe air-cushioned insole. And, 
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Obituaries 


Alfred J. Pauly 


St. Louis—Alfred J. Pauly, retired 
shoe merchandise man for Stix, Baer & 
Fuller, died August 19 in a St. Louis 
hospital, following a heart attack. 

Mr. Pauly, well known in St. Louis 
shoe circles for about 35 years, was a 
native of Covington, Ky. He served as 
shoe buyer and mérchandising man for 
Stix, Baer & Fuller until his retire- 
ment in 1954. 

Survivors include his widow, Isabel 
Cannon Pauly; three sisters and one 
brother. 

Interment was in Covington. 


Charles W. Lutz 


St. Louis—Charles W. Lutz, retired 
general superintendent of upper 
leather tanneries, International Shoe 
Company, died of a heart attack. He 
was 67 years of age. 

With International almost 29 vears, 
Mr. Lutz began his career in 1925 as 
superintendent of tannery No. 1, Wood 
River, Ill. In 1933 he was named gen- 
eral superintendent in charge of two 
tanneries and a split leather plant at 
Wood River. He was named general 
superintendent of upper leather tan- 
neries in 1946, the office he held at the 
time of his retirement in 1954. 

Mr. Lutz is survived by his widow, 
two daughters and a son, Carlton W. 
Lutz, a leather buyer for International 
Shoe Company. 


Louis Clerget 


Louis Clerget, president and director 
of Chaussures Clerget, died in Tour-du- 
Pin, France, August 30. He was 58. 

An admirer of American production 
methods, Mr. Clerget achieved interna- 
tional fame for his innovations in 
French shoe manufacturing. The firm, 
which was founded by his grandfather 
in 1863, exported men’s shoes to the 
United States and became the fourth 
largest shoe producer in France. It 
was described in a recent Economic 
Cooperation Administration report as 
“the best organized shoe factory in 
France and probably in Europe.” 

His professional affiliations in 
France included the National Shoe In- 
dustry Federation and the National 
Committee for Foreign Trade in which 
he was counselor. He is generally cred- 
ited with being among the first to in- 
troduce into America high quality 
men’s shoes from the continent. 

His great interest in aviation led to 
the Chevalier Cross of the Legion of 
Honor for his pioneer work in that 
field. He was also the founder and 
president of the Tour-du-Pin Aero 
Club, one of the most active in France. 

Mr. Clerget is survived by his widow, 
four children and his mother, who will 
continue to operate the shoe company. 
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Charles M. Kendall 


ROCKFORD, ILL.—Charles M. Kendall, 
widely known as a shoe man here, died 
recently. He had been engaged in the 
shoe business most of his life—since he 
was 16, in fact. Mr. Kendall was 79 
years old. 

His first job was with S. B. Thing 
& Company of Troy, N. Y., for whom 
he worked six years. In 1901 he came 
here to Rockford and opened a shoe 
department in the E & W Clothing 
store. He had been associated with E 
& W for 56 years as owner of its shoe 
department. 

He was also a partner in the overall 
store operation with Gus Boehland and 
George Ennenga. 

The July 12, 1905, issue of BOOT AND 
SHOE RECORDER carried a story about 
Charles Kendall’s ““My Most Novel Ad- 
vertising Scheme,’ for which the 
RECORDER awarded him a top prize. 


William L. Davies 


SCRANTON, Pa. — A well-known re- 
tired shoe retailer, William L. Davies, 
83, died August 6 at his home, 812 
Prescott Avenue, after a brief illness. 

Mr. Davies had been associated with 
Lewis & Reilly, Inc. for 59 years and 
was manager and buyer of the men’s 
department at the time of his retire- 
ment in June, 1954. 

He and his wife, the former Norma 
Nicholls, marked their 52nd wedding 
anniversary in June. 


O. H. Kirkpatrick 


CoLumBus, O. — O. H. Kirkpatrick, 
who represented the Walker T. Dicker- 
son Company in its southwestern sales 
territory, died August 19. 

Mr. Kirkpatrick had his headquarters 
in Dallas, Tex. He had been associated 
with Walker T. Dickerson for more 
than 25 years. 

Funeral services were held in Christ 
the King Church and burial was in 
Holy Cross Cemetery in Houston. 

Mr. Kirkpatrick is survived by his 
widow, a daughter, Mrs. Michael Mc- 
Carthy, of Chicago; two brothers, Dr. 
B. A. Kirkpatrick of Taylor, Tex. and 
C. V. Kirkpatrick, of Dallas, and a sis- 
ter, Mrs. Gordon Mann, of Los Angeles. 


Frank M. Schumacher 


NEw ORLEANS, LA.—F rank M. Schu- 
macher, 54, local shoe merchant, died 
at his home here. 

Mr. Schumacher was co-owner with 
his brother, Carl F. Schumacher, of 
the Schumacher Shoe Store, 106 Royal, 
having been associated with the busi- 
ness since shortly after World War I. 

The store, oldest in the shoe field 
in New Orleans, was founded in 1852 
by Peter Schumacher, great-grand- 
father of the brothers, in a building 
at Esplanade and Royal. 

Frank Schumacher’s survivors in- 
clude, besides his brother, his widow, 
the former Mable Wischan, and a step- 
son, E. Allan Smuck, Jr. 


Trade Literature 


William Iselin Publishes 
Booklet on Factoring 


Growing competition in almost every 
field, in the face of a tight money mar- 
ket, has created conditions that 
strongly favor the form of financing 
known as factoring. This is the subject 
of a booklet called “Guide to Factor- 
ing,” just issued by the old-line factor- 
ing firm of William Iselin & Company, 
Inc. 

Factoring has long been an important 
method of business financing in the 
textile and related fields. Now its use 
has spread throughout the entire range 
of consumer goods production. 

The booklet explains factoring and 
its benefits in practical, easy-to-under- 
stand terms. 

As an old-line factor, Iselin buys ac- 
counts receivable outright, checks and 
guarantees credits, and makes collec- 
tions for its clients. The money accu- 
mulated in these accounts receivable 
represents a constant flow of operating 
capital, which is especially important 
to many seasonal businesses. In addi- 
tion, the company often makes special- 
ized loans to clients when more money 
is needed. 

Copies of “Guide to Factoring” may 
be obtained on request by writing to 
William Iselin & Company, Inc., 357 


Fourth Avenue, New York 10, N. Y. 
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Black wing tip, needle 
toe, In stock, sizes 
6/12. Price $5.15 net. 


sells large quantities of 

quality branded shoes and meets 
competition nationally. Weil 
offers better values and 

wider selections, which has 
resulted in consistent leadership 
... satisfied customers... 

for over 25 years. We invite 
inquiries by mail, wire, phone. 


Check these features for quality at the price: 

Oak bend leather soles. Leather quarter linings. Right and Left 
quarter patterns. Cuban type hard heel. Puratized drill linings. 
Famous FOOT KING brand. 


: Tan upper leather, genuine wing tip, sizes 6/12D $5.15 net 
79722: Black upper leather, genuine wing tip, sizes 6/12D $5.15 net 
79723: Black upper leather, straight tip, sizes 6/12D $5.15 net 
79724: Tan upper leather, straight tip, sizes 6/12D $5.15 net 

79725: Black, overlay on mud guard type, sizes 6/12 D $5.15 net 


FOOT KING—the INDEPENDENT MERCHANT'S Best resource for 
RIPPLE SOLE (R) shoes with added features. SHU-LOKS (R), 
REG-E-STURD (R) Boys’ Shoes; and many other feature shoes that 
are SELLING. Nationally advertised, too. 


FOOT KING means BUSINESS 
Dept. 915, The A. S. Kreider & Son Co., PALMYRA, PA. 
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Review of the Retail Trade 
[CONTINUED FROM PAGE 69] 


’ 


formerly,” said a buyer in a major de- 
partment store. “Business has been 
booming particularly in one of our 
suburban shops and our biggest volume 
seller has been Ivy League saddles in 
black and white and gray and white in 
the $7.95 to $9.95 range.” Another 
downtown shoe retailer said that young- 
sters are buying loafers for school but 
prefer them with trim, such as straps, 
buckles and tassels. 

“Pointed toes and more pointed toes, 
mostly black, mostly suede and very 
narrow heels in 23/8’s and 24/8’s” was 
the reply from a merchandiser of a 
high fashion women’s salon as to what 
has been selling since early August. 
“Most of the shoes are selling in the 
$20 to $25 range. Interest is picking up 
in calf and textured or sculptured 
leathers, but everything is the closed 
pump. Good old-fashioned town brown 
is in increasing demand and I, like a 
lot of other buyers, just didn’t order 
enough brown.” In the $12 to $15 price 
range, a retailer reported increased in- 
terest in the tapered toe, but with the 
so-called “little heels” and 18/8 heels. 
Some life is being shown in red pumps, 
while in the novelty picture, contrast 
leathers and variegated colors are 
being bought. 


FIRST CHOICE = —_ 
WITH G H 
TOP RETAILERS 
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The Christmas Spirit Makes the Sale 


[CONTINUED FROM PAGE 52] 


Prettily beaded child's moccasin with 

fur collar, a warm and cozy slipper to 

go under the Christmas tree. From Tobin 
Hamilton. 


pers here, as well as the more practical, 
although also pretty, kinds. And we 
show dressy, party accessories as well 
as ones that will probably be given 
much more use and may be even more 
appreciatively received. After all, there 
is nothing more luxurious, in its own 
way, than a very smart sports bag and 
belt. 


“Hi-Fi,” Turkish toe felt scuff, available 

in a range of colors, attractive item 

for Christmas selling. A Lollers from 
Pfeiffer's. 


Well, it all goes back to the same 
idea. Christmas shopping and Christ- 
mas giving are intended to give plea- 
sure and a warm glow to the hearts 
of the giver, the recipient and the clerk 
who helps the giver to find “just the 
right thing.” 





Deep vintage tones are selling well 
in the more exclusive men’s shoe shops 


along with black. Slip-ons are expected 
to sell well through the fall. 
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Shoe Exec Punches Buttons; Gets Answers 


Hussco President William Manowitz examines results of decisions made by his 
A.M.A, “company” as it comes out of electronic computer. 


New YorK—A shoe industry execu- 
tive was drafted recently for a busi- 
ness “war games” experiment which 
saw the decision-making ability of top 
management measured under extra- 
ordinary pressure. 

He was William Manowitz, president 
of the Hussco Shoe Company, who be- 
came the first shoe company executive 
to participate in the “war games” ses- 
sions sponsored here by the American 
Management Association. Along with 
key executives from a score of different 
industries, he helped run a “corpora- 
tion” through a four-year life span 
which was compressed into 14 hours by 
means of an IBM electronic computer 
system. 

Mr. Manowitz described the 8 A.M. 
to 10 P.M. stint as “grueling but tre- 
mendously stimulating, and with some 
valuable lessons for shoe industry exec- 
utives. It pointed up the importance of 
group decisions achieved through the 
contributions of each member of the 
group. It also revealed a need for 
imagination and boldness in making 
decisions.” 

Modeled after the ‘‘war games” con- 
ducted by the Armed Forces Staff Col- 
lege, the civilian version is designed to 
sharpen a businessman’s ability to 
make decisions, as well as to analyze 
information necessary for the success- 
ful conduct of his business. 

Mr. Manowitz belonged to one of five 
teams, each of which started with equal 
assets, production capacity, and share 
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of the market for an imaginary prod- 
uct. A play, lasting twenty minutes, 
represents a fiscal quarter of a firm’s 
life. Every quarter, each team had to 
reach new decisions on how to run its 
business, decisions on setting a price 
for its product, on marketing budgets, 
on research and development, on plant 
capacity, etc. 

The decisions were fed into the com- 
puter, which turned out a quarterly re- 
port letting each firm know how it 
made out in terms of sales, profits after 
taxes, share of the market. When it was 
all over, the team (or company) which 
had put together the most “assets” was 
the strongest in the industry. 

One of the weaknesses of the game, 
Mr. Manowitz said, is that it cannot 
duplicate the “human element in busi- 
ness, the problem of dealing with 
people which all executives face in real 
life,” and which, he believes, is “50 per 
cent of a top executive’s job.” 

This was demonstrated ‘“overwhelm- 
ingly” in the game, he asserted. “Each 
member of the team was accustomed 
to making decisions on his own. It 
was difficult to get them to accept the 
concept of a group decision as being 
more valid than a personal one.” 

An interesting sidelight was that 
every member of Mr. Manowitz’s team 
was the president of a firm, and a 
member of the Young President’s Or- 
ganization. 

The game revealed “that there are 
many virtues in running a_ business 


without any set formulas,” Mr. Mano- 
witz said, “and in refusing to conform 
to a system just because everyone else 
in the industry is using it.” The poor- 
est scores in the game thus far have 
been obtained by men with profes- 
sorial backgrounds who tried to play 
it with a fixed formula. 

The game was inaugurated by the 
American Management Association four 
months ago, after spending a year and 
$50,000 arranging the project. The com- 
puter was loaned by International 
Business Machine, whose experts 
worked with the A.M.A. in setting up 
the equations for the machine. 

However, Mr. Manowitz warned 
against the idea that “the machine can 
make decisions for you, and that eventu- 
ally success will depned on how com- 
plicated an electronic set-up you can 
afford.” 

Possibilities for the use of the elec- 
tronic computers in the shoe industry 
are unlimited, Mr. Manowitz feels. “But 
the big thing,” he concluded, “is still 
going to be the executive’s ability to 
know what information he needs in 
order to make correct decisions—as 
well as the ability to move swiftly when 
he gets it.” 


General Shoe Consultant 
To Brief German Shoe Men 


NASHVILLE, TENN.—Kirk Low, di- 
rector of methods and procedures for 
General Shoe Corporation, left Nash- 
ville for Zweibrucken, Germany, as a 
consultant to the engineers of two of 
the most important shoe manufacturing 
companies in Germany. 

These are Dorndorf Schuhfabrik and 
August Wessels Schuhfabrik, both of 
whom manufacture brand name shoes 
of General Shoe Corporation under a 
special license. Mr. Low will assist 
these companies in learning the meth- 
ods time measurement procedures used 
in all of General Shoe Corporation’s 
American plants. It is a system of pre- 
determined time values which permits 
analysis of any manual operations for 
the purpose of improving methods and 
setting time standards. 

General Shoe maintains an inter- 
continental management service for 
sharing its technical experience with 
its licensees. 


Two B-W Executives Become 
Stockholders of Company 


WEeBpsTER, Mass.—Robert M. Siff and 
Saul Snitzer, sales manager and gen- 
eral manager, respectively, of B-W 
Footwear Co., Inc., have become stock- 
holders of the Webster firm, it was re- 
cently announced by Harry S. Siff, 
president. 

B-W is currently completing an ex- 
pansion program which will enable it to 
increase production in order to keep up 
with the demand that has made the 
firm one of the largest manufacturers 
of slippers in the country. 





Stock of USMC Now Listed on ‘Big Board’ 


‘ 


Shares of United Shoe Machinery Corporation were listed August 27 on the New 

York Stock Exchange. Listed were 2,365,958 shares of common stock and 423,908 

shares of preferred stock. All with a $25.00 par value. The company's stock 

exchange ticker is USH. Shown at listing ceremony are, left to right, Edward 

C. Gray, executive vice-president of the New York Stock Exchange, and George 
R. Brown, president and director of USMC. 





International’s Hampshire 
Division Appoints Kanzler 


St. Louis — Charles Kanzler has 
been named office manager of the 
Hampshire division of International 
Shoe Company. Announcement was 
made by Ed Ward, general sales man- 
ager. Mr. Kanzler will direct Hamp- 
shire’s office activities, besides assist- 
ing with merchandising and styling. 

Mr. Kanzler has devoted all of his 
career with International to the mer- 
chandising and distribution field. He 
joined the firm in 1928. After serving 
20 years in the listing department and 


CHARLES KANZLER 
two years with the Pennant division, he 
Was named supervisor in the Con- 
tinental Shoemakers division in 1950. 
Two years later he was advanced to of- 

fice manager of that division. 
In the Hampshire division, Mr. Kanz- 
ler replaces Fred Butler, who resigned. 
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Named Field Representative 
Of Goodyear Tire & Rubber 


AKRON, O.—Appointment of Patrick 
H. King as field representative for the 
Southeastern division of Goodyear Tire 
& Rubber Company’s Sales Division- 
Foam Products has been announced 
here. 

Formerly a member of the Akron 
division sales staff, Mr. King now will 
provide sales and service assistance to 
Goodyear accounts in the tri-city area 
of Hickory, Lenoir, and Charlotte, 
N. C’., according to J. B. Emack, Jr., 
manager, field sales. He will have head- 


PATRICK H. KING 


quarters at division offices in Char- 
lotte and be responsible to A. N. Mc- 
Cotter, division manager. 

A graduate of Westminster College, 
New Wilmington, Pa., Mr. King has 
been associated with Goodyear since 
1952 when he earned a bachelor of arts 


degree in business administration. As- 
signed first to the firm’s production 
training squadron, he was transferred 
to the staff training squadron in 1953. 
In 1955, Mr. King was named Airfoam 
sales trainee and was appointed to his 
most recent duties with the division’s 
Akron sales staff in 1956. 


Five Star Shoe Spreads 
Out to Permit Expansion 


LONG ISLAND City, N. Y.—To provide 
more facilities for its line of juvenile 
shoes the Five Star Shoe Company, 
here, announced the addition of 35,000 
square feet of space. 

The added space will be used for 

manufacturing, executive offices, ware- 
housing, style and sample departments 
and shipping. Production is expected to 
reach 28,000 pairs daily by November 
he 
Abraham Weinman, sales manager, 
also announced changes in executive 
posts in the wake of the increased 
facilities program. 

Manny Weinrod, who had handled 
sales management in the in-stock de- 
partment, has become an account ex- 
ecutive in the volume division. John 
Granato was appointed acting sales 
manager. He had been employed in the 
stock control department. Alice Alden 
became production coordinator. She 
moved to her new post from the ticket 
and tag department which she headed. 


More U.S. Hides Shipped to 
Reds in March-June Quarter 


WASHINGTON, D. C.—The U. S. Gov- 
ernment in the March-June quarter of 
1957 licensed a record $4 million worth 
of hides and skins for export to Russia, 
Poland, and East Germany. 

All told, licenses to export U. S. 
Goods to Russia and other Eastern 
European (Communist) countries 
valued at about $20 million were issued 
during the second quarter of this year. 
This is a rise of $3 million over the 
January-March period and more than 
$4 million higher than the correspond- 
ing period in 1956. 

Most of the increased volume of 
goods is destined for Poland, the U. S. 
Commerce Department says. 

Poland and the other Communist 
areas of Eastern Europe in return have 
been exporting an increased volume of 
canned hams, other pork products, and 
furs. 


Rubber Heel and Sole Prices 
Increased by Goodrich 


AKRON, O.—Prices on shoe products 
including all types of rubber heels and 
soles have been increased 3 per cent, 
effective August 27, it was announced 
by F. A. Lang, shoe products general 
manager of B. F. Goodrich industrial 
products company. Increased wages 
and higher costs, including transporta- 
tion, caused the change, he said. 
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official drill teams and 
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BERNED SHOE COMPANY 


207 Essex Street, Boston 11, Massachusetts 
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Sample of Hand-Woven Vamps Offered by N. Y. Firm 


NEw YorK—Makers of women’s style 
shoes will not need to go to Europe to 
sample hand-woven vamps, according 
to Otto Fuchs, president of Trans- 
World Woven Products Corporation. 
They can see them in the company’s of- 
fices at 303 Fourth Avenue, near 
Twenty-third Street. And there is still 





Christian Dior Shoes Names 
Fashion, Publicity Director 


Mrs. Helene Obolensky, who has been 
appointed publicity and fashion director 
for Christian Dior Shoes. She is a for- 
mer fashion editor of Silhouette in Paris 
and the Town & Country Magazine. She 
has also been coordinator for Elizabeth 
Arden's Couture division. 
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time, Mr. Fuchs notes, for manufactur- 
ers to send in their paper vamp pat- 
terns and to receive samples of woven 
vamps made according to these pat- 
terns to use in samples for display at 
the Chicago show in October. It will be 
possible to place orders for the samples 
here in New York and to have the 
woven vamps in the manufacturers’ 
hands within a week or ten days’ time, 
Mr. Fuchs says. 

Recently returned from Europe, Mr. 
Fuchs has brought back a collection of 
woven vamps designed for the coming 
spring and summer. Kid strips, woven 
through kid vamps, are in a variety of 
colors—white, black, gray, beige and 
brown, as well as pastels in single and 
multi-colors. The woven detailing is 
delicate and does not cover the entire 
vamp. The vamps are cut according to 
manufacturers’ paper patterns in one 
factory and the weaving is distributed 
among workers in a number of cities. 

Trans-World Woven Products Corpo- 
ration will show these vamps during the 
National Shoe Fair in Chicago. Their 
sample rooms will be in the Palmer 
House. Samples of the men’s shoes 
made by Fratelli Martini e Rossi in 
Verona, Italy, will also be on display 
there. 


Ask E-J’s Help on Safety 


ENpicotr, N. Y. The Broome 
County Safety Council has asked Endi- 
cott-Johnson employes to form a sep- 


arate division of the safety group to 
combat this area’s growing highway 
accident toll. 

Head of the county council noted that 
Endicott-Johnson workers, constituting 
the largest industrial group in the 
county, have in the past played an im- 
portant part in many community move- 
ments. 





Dunham Brothers Appoints 
Wagner in Pennsylvania Area 


Newly appointed to the sales staff of 
Dunham Brothers Company of Brattle- 
boro, Vt., is C. C. Wagner. He will rep- 
resent Dunham in the southwest and 
south central sections of Pennsylvania. 
Mr. Wagner has been co-owner of a 
successful department store in Allison 
Park, Pa. 
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48-hour delivery! 


123 different styles for the entire family 


Only HUSKIES guarantee your order in your store 2 days after 
you place it. Because only HUSKIES are warehoused locally in 
19 major cities. Use your nearby HUSKIES distributor as your 
stockroom. Call or write for your nearest distributor's phone 

















4yskies: 


47 W. 34 St., New York 1,N.Y —— OX 5-3375 




















r 
The Famous HOLLYWOOD 


SHOE POLISH 





Zuality 
20 high... 


they must come 
stohd nie) 
buy! 









RICHMOND HILL 19, NEW YORK 





‘The Original HOLLYWOOD 


sani-white $KUF SHINE 


covers WITHOUT BRUSHING 


HOLLYWOOD SHOE POLISH, Inc. 





“ 
ow 
of 7 












IMPORTANT NOTICE TO SUBSCRIBERS 


Changes of address require four weeks’ 
Notify your Postmaster and BOOT AND SHOE 
RECORDER Circulation Department at the earliest 


possible moment. 


When ordering change, 
PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 


into effect with a minimum of delay. 








notice. 





please INCLUDE IM- 














HAVERHILL, Mass.— Klayman Shoe 
Company, manufacturer of women’s 
novelty and casual Compos, has an- 
nounced purchase of the four-story 
brick building at 92-98 Washington 
Street, this city. 





Hagerstown Shoe Company 
Appoints Aide to President 





James G. Moses, who has been ap- 
pointed assistant to the president of the 
Hagerstown Shoe Company of Hagers- 
fown, Md. He was a salesman and 


leather buyer for H. C. Godman Com- 
pany and was later associated with 
Blanchard Brothers, Newark, N. J., tan- 
ners. He is a graduate of Ohio State. 
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Klayman Shoe Buys F actory ; Plans Expanded Production 


Max D. Klayman, owner, said his 
company will occupy 20,000 square feet 
of manufacturing space on the second 
and third floors of the building. The 
move will enable the company to ex- 
pand its production and to add to its 
staff of some 50 workers. Klayman 
has been occupying space at 241 Winter 
Street. 

Other floors in the building, pur- 
chased from Harian Real Estate Co., 
are occupied by Dan Ray Machine Co., 
Irving L. Keith and Kerri Stitching Co. 


Appointments Announced 
By Ross & Sons Tannery 


CHIcAGo — Richard W. Willmes, of 
Fort Mitchell, Covington, Ky. has been 
appointed sales representative for its 
Ohio, Kentucky and Indiana territory 
by A. H. Ross & Sons Company, Chi- 
cago Tanners. The announcement was 
made by Harold B. Ross, president. 

Joseph Rubinate of New York has 
been appointed sales representative for 
the Pennsylvania, Maryland, Virginia, 
West Virginia and southern New Jersey 
territory. 

The Chicago Tanning Company of 
New York, 100 Gold Street, New York 
City, have been appointed sales rep- 
resentative for the New York City and 
northern New Jersey territory. 











Endicott-Johnson Foreman 


JOHNSON City, N. Y.—Stephen Gaz- 
dik has been appointed foreman of En- 
dicott-Johnson’s eastern footwear ter- 
minal here. He succeeds Claude L. 
Lockwood who has retired. 

The terminal handles the distribution 
of footwear to both domestic and 
foreign destinations. 





Selby Arch Preserver Names 
West Coast Representative 





















Harold Levenson, who will represent 
Selby Arch Preserver shoes on the West 
Coast according to E. C. McCain, Selby 
sales manager. Mr. Levenson lives in 
Beverly Hills, Calif., and formerly rep- 
resented the Wolff-Tober Shoe Company. 
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Desco Shoe Corporation 
Appoints Ed Solomon 


NEw YorK — Ed Solomon, a retailer 
for 15 years, has been appointed to 
represent the Desco Shoe Corporation’s 
Revelations, Thrillmates and Darlin’s 
lines in Florida, Georgia, South Caro- 
lina, Arkansas, Alabama, Mississippi 
and Tennessee. 


ED SOLOMON 


The announcement was made by 
Mary Lynn Wagner of the firm’s 
fashion staff. 

Mr. Solomon, in addition to his retail 
experience, formerly represented the 
Virginia Shoe Company in Alabama, 
Florida, Georgia, Tennessee, Missis- 
sippi, Arkansas, Louisiana and Cuba. 


Lowell Shoe Manufacturers 
Need 1,000 New Workers 


LOWELL, Mass. — Shoe factories in 
Lowell are currently facing a season 
of lost opportunities unless they can 
find an additional 1,000 trained work- 
ers. 

Manufacturers report they have 
enough orders on hand for a record 
production run provided they are able 
to hire enough new workers to handle 
expanded volume. Workers are needed 
immediately, they say, but repeated 
ads in local and nearby newspapers 
have failed to produce appreciable 
results. 

The majority of Lowell shoe facto- 
ries make women’s and misses’ low- and 
medium-priced novelty footwear. 


Scholl Sponsors Radio Show 


CuHIcaAaco—The Scholl Manufacturing 
Company will resume sponsorship of 
what has been called the number one 
radio show in the country on Septem- 
ber 24, 

The program, Morgan  Beatty’s 
“News of the World,” is rated as the 
top radio show in the country according 
to the July 29 issue of Time Magazine. 
It will be sponsored by Dr. Scholl’s 
Zino-pads and will be heard every 
Tuesday and Thursday at 7:30 P.M. 
EST, over the entire NBC radio net- 
work. 


International Man Retires 


St. Louis— Adam Durham, quality 
supervisor for International Shoe Com- 
pany, retired September 1 after more 
than 33 years with the company. 

A native of Centertown, Mo., Mr. 
Durham joined International in 1913 at 
the Bolivar Street plant in Jefferson 
City, Mo. Later assignments included 


ADAM DURHAM 


the St. Louis Avenue and Jefferson 
Avenue plants in St. Louis, as well as 
the Mt. Vernon, IIl., plant. For about 10 
years Mr. Durham served as plant 
superintendent for another shoe manu- 
facturing concern before rejoining In- 
ternational in 1940. He supervised 14 
International plants making women’s 
shoes. 





The Hollywood Scuff 
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ADD 50¢ PROFIT TO EVERY PAIR YOU SELL!! 
Carter’s Kangaroo and Kidskin Shoe Sale 


50¢ EXTRA PROFIT PER PAIR! It’s 
yours during our 31st Annual Sale of 
Kangaroo and better-grade Kidskin 





KANGAROO and KIDSKIN 
SALE PRICES 


Shoes! Yes, sir, you save as much as 50¢ a 24 — EAE Ra ee 30¢ per ied 7‘ list 
pair, and longer dating gives you time to 48 urgdatn st PP ess 40¢ per — of list 
sell before you pay. Have you ordered yet? fT epereer 50¢ per pair off list 


TERMS NET 90 DAYS... CUSTOMER MAY SPECIFY ANY SHIPPING DATE... KANGAROO 
AND KIDSKIN MAY BE MIXED IN ANY ORDER. 


See the Carter Man in your territory or contact the factory direct. 


P. O. Box 30 ° 


I. W. CARTER COMPANY 


Nashville 1, Tennessee 





Lesher Made Vice-President 
Of Boyle-Midway 


New YorK—Eugene A. Lesher has 
been elected vice-president in charge of 
national sales for Boyle-Midway, Inc., 
according to an announcement by 
Strieder Schraffenberger, president. 

Mr. Lesher was formerly western 
region sales manager of the company, 





EUGENE A. LESHER 


a suvsidiary of American Home Prod- 
ucts Corporation. He held this post for 
eight years, in charge of sales for nine 
western states. His headquarters will 
now be in New York at the parent 
Boyle-Midway offices. He has been as- 
sociated with Boyle-Midway for 27 


years and has served in every sales ca- 
pacity and in most parts of the U. S. 

Boyle-Midway, Inc. manufactures and 
distributes more than 125 household 
and personal products, as well as many 
home gardening aids and insecticides. 
Among its well-known national brands 
are Aerowax, Griffin shoe polishes, 
Black Flag _ insecticides, Aeroshave, 
Sani-Flush, Wizard home deodorizers. 


New Jerry Byrne Offices 


St. Louis—Jerry Byrne has an- 
nounced the establishment of new of- 
fices in the Silk Exchange Building, 
503 North Twelfth Street, St. Louis. 
Mr. Byrne, for many years associated 
with the shoe industry as advertising 
manager for Tober-Saifer Shoe Manu- 
facturing Company, specializes in ad- 
vertising and sales promotion for the 
shoe and allied trades. 


Named To Sell Pennant Line 


Sr. Lourts—Earl C. McNeil has been 
named West Coast sales representative 
for the Pennant Division of Interna- 
tional Shoe Company, succeeding Ed- 
ward M. Rogers who will retire on 
October 1. The appointment, announced 
by Arthur A. Kuhnert, general man- 
ager of the Pennant division, is effec- 
tive immediately. 

Mr. McNeil, who will make his head- 
quarters in California, has been in the 


shoe business for the past 25 years. 
Prior to his new appointment he trav- 
elled the southwest area for the Dixon 
Bartlett Company for five years. For 
ten years previous to this he repre- 
sented E. P. Reed & Company on the 
West Coast. He began his career as a 
retail salesman for Guarantee Shoe 
Company in San Antonio, Texas, and 
later served as buyer for that firm. 










































EARL C. McNEIL 


Mr. Rogers, who has been carrying 
the Pennant line since 1941, began with 
International some 30 years ago as a 
stylist of women’s shoes. Although his 
retirement plans are not yet definite, he 
and his wife, Nadine, will continue to 
make their home in San Diego. 





SNOW-PROOF 





W ater-proofs, Softens 
and Preserves Leather 


SNOW-PROOF was originally developed fifty 
years ago for snow-proofing hunters’ and trap- 
pers’ boots—now used everywhere for water- 
proofing, softening and preserving shoes and 
leather goods. Stops dry rot. Prevents mildew. 
Oacrliess, colorless, not sticky; takes a shine. 
Moke extra profits water-proofing shoes and 
also selling Snow-Proof to customers. 5 Ib., 
| Ib. and 3% oz. cans. Write for descriptive 
folder and free sample can on your business 
letterhead. 





Dept. 22, THE SNOW-PROOF CO.., Livonia, N. Y. 
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The country's only complete, concentrated line 


of men's and boys’ casuals! 
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IN-STOCK 
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SELL IN VOLUME 
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Fashion on a Shoe String 
[CONTINUED FROM PAGE 87] 


they’ll be comfortable but not dowdy. 
The feeling of smartness, of chic, car- 
ries over to the offices, the shop and 
the afternoon bridge table. Conse- 
quently, word-of-mouth advertising is 
a major volume builder. Careful 
records are kept on sizes, style pref- 
erences and other idiosyncrasies in all 
departments and periodically these lists 
are circularized by mail. 

Window displays, done with great 


care, also stress the theme of smartness | 
and dedication to the working girl. | 


“Each dollar spent on the window is 


a dollar well spent,” according to Mur- | 
ray Rolfe. Windows work 24 hours a | 
day. Probably dollar for dollar, the | 


window delivers more business 
any other medium. 

Dalsimer’s never misses an opportu- 
nity to sell the office girl, the secretary, 
the bookkeeper, the file clerk—to sell, 
that is, the idea of fashion and smart- 
ness at budget prices. Recently, the 
store introduced Citations shoes with 
newspaper advertising and promotions 
that neatly tied in the new line with 
the store’s merchandising slogan. A 


than 


well timed fashion show, open to the | 
public, featured counseling by Dorothy | 
Adams, shoe editor of Charm magazine. | 


Again and again, in the promotions, 
the working girls were told about shoe- 


string fashions. The name Dalsimer’s 


was constantly promoted. 
Here then is the Dalsimer story: 


find your market, know it and sell it. | 
It is a wise program as shown by the | 
of shoppers that 

patronize the store. Young women com- | 
ing of age and career girls will be | 
proud that their grandmothers and | 
mothers, as young girls and matrons, | 
. . but only if | 
Dalsimer’s sells the smart shoes they | 


three generations 


patronized Dalsimer’s . 


want. Today’s office girl is tomorrow’s 
comfort shop matron. 

“The background—the past—is only 
as good as the future,” notes Murray 
Rolfe. “And Dalsimer’s future lies 
downtown in the offices of Philadel- 
phia.” 

There’s romance in that. 


Carlson Now Sales Manager 
Of Seidel-Thiele Tannery 


MILWAUKEE — Rudolph K. Thiele, | 
president, and S. E. Seidel, vice-presi- | 


dent of Seidel-Thiele Tannery, Inc., 


here, announces that Ray Carlson is | 
now associated with them as sales | 


manager. 


Previously, this 12-year-old firm has | 
done considerable contract tanning in | 
its complete tanning facilities, which | 
includes beam house, but now expects | 
to expand its operations into selling | 


shoe and glove side leathers in volume. 


Mr. Carlson has been active in sell- | 
ing many types of leather in his 20 | 
years with the J. Greenebaum Tan- | 


ning Company. 





CORRAL greater 
profits with... 


GODING 


The boom in casual wear is the 
western look. To bring more prof- 
its into your corral, keep a good 
inventory of Goding Western 
Boots. They’re as authentically 
western as a hot day in the 
Panhandle ... sought by western 
boot wearers as a gusher is by an 
oillionaire. 


Goding Western Boots are all 
Goodyear Welt Construction, built 
to precise and exacting specifica- 
tions with riding or walking heels. 
All colors and sizes to give every 
cowboy or cowgirl in the family 
more style and wear for less 
money, with a full mark-up for you. 


Write today for free 
full-color catalogue of the 


entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 











- Where 





MEN'S SHOES 





M. T. SHAW Shoe Co. 


of New England, Inc. 

162 Chestnut st., Springfield 3, Mass. 
are distributors for SHAW NATION- 
ALLY ADVERTISED men’s shoes in 
New York state and the New England 
states. Styles to retail from $8.95 to 
$12.95. We have a complete floor stock 
of Shaw shoes AA through EEE, 5 
to 15! Write TODAY 

Pc OLOwa ree for details. 


SPIKE 


New side- 

gore tongue and 

saddle slip-on casual, 

brown cossack leather, 

black French cord binding 

cround underlay, natural welt with 

white stitch, right and left quarters, steel! 

shank, Nylon stitched, Nuclear outsole, 

rubber heel, on our No. 14 Combination 

last. IN-STOCK. Also available in black 
os VIC. 


a | 





| contest. 
| quired to do is to register at his near- 
| est Squires dealer. Winners will be no- 
| tified May 1, 1958. 


| of a manufacturer’s line. 
| according to Miss Molnar and Miss 
| Zanoni, “is to build an individual de- 
| sign service, 
| each client.” 


New Light Weight Styles Are 
Added to Pedwin Line 


St. Lovis—Brown Shoe Company, 


| through its United Men’s division, has 


announced the addition of four new 
styles to the Pedwin line. The new 
shoes, known as Pedwin Squires, will 
include four styles in light weight, su- 
ple flexible construction. 

A four-color Life ad has been taken 
for March 10, 1958, to feature the 
Squires. In addition to the ad, a half- 
page immediately adjacent to the ad 
will be devoted to dealer listings. Pro- 
motion of the new styles will run from 
March 6 to April 15. Four MG sports 
cars will be given away as prizes in a 
All the individual will be re- 


Those Pedwin dealers tying in with 


| the promotion will be furnished with 
| complete kits of display material, in- 
| cluding entry blanks, window banners, 
| window cards, reprints of the Life ad, 


framed photos of the sports car, plus 
other promotional suggestions. 


New Shoe Design Studio 


| Opens in New York 


NEw YorkK—Molnar & Zanoni Studio, 
recently opened at 130 East 35th 


| Street, announces that it is available 


for designing, fashion reporting, trend- 
setting and styling either part or whole 
“The aim,” 


individually geared to 


Lee Molnar, formerly with I. Miller, 


will continue to design for Palter de 


Liso. Mary Zanoni, who has designed 


for Wolsam, Foot Flairs, Palter de 
Liso and I. Miller, will devote the 
greater part of her time to the work 
of the new studio. The two designers’ 
previous experience will enable them 
to service a variety of manufacturers. 


Designer Now U.S. Citizen 


NEw YorkK—Fred Kahn, well-known 
designer of women’s style shoes here, 
has recently become a citizen of the 
United States. Mr. Kahn and his fam- 
ily have lived in this country since 
May, 1952. Prior to coming here, he 
lived for a number of years in England 
where he established a reputation as a 
designer of men’s, women’s and chil- 
dren’s shoes. His interest in the de- 
signing of shoes started while still liv- 
ing in his native Germany. 





Leserman to Cover Eastern 
Michigan for La Crosse Mills 


L. L. Leserman, who recently joined the 

sales organization of the La Crosse Rub- 

ber Mills Company, La Crosse, Wis. He 

has been assigned the territory of east- 
ern Michigan including Detroit. 














CANCELLATIONS 
COME TO PHILADELPHIA 


YOUR OPPORTUNITY TO BUY SHOES 
AT LOWER PRICES DUE TO 
OUR LOW OVERHEAD 
BEST KNOWN BRANDS IN AMERICA 
MEN'S WOMEN'S CHILDREN'S 


M. L. C. SALES CO. 
48 N. 3rd St., Philadelphia, Pa. 
MArket 7-0823 
WM. CEASAR MARCUS LUBER 








SEE PAGES 
21-24 
FOR LATE NEWS 








Several Personnel Changes Announced by International 


St. Loutis—Several recent production 


| and office personnel changes have been 
| announced by International Shoe Com- 
| pany. 


Lasting room foreman Marvin Beller 


| has been reassigned to the Batesville, 


Ark., juvenile plant. He was formerly 
with the Chester, IIl., children’s shoe 


| unit. 


William J. Vossen, foreman and in- 
spector at the Hannibal, Mo., Seventh 


| Street women’s plant, has retired after 
| almost 52 years of shoemaking at In- 


ternational. 
Anton B. Exler, fitting department 


| foreman at the firm’s Marshall, Mo., 
| men’s shoe plant has retired after 50 


years with ISCO. Paul F. Even, fore- 


| man at the Fulton, Mo., stitchdown 
| plant, plans to retire soon after 49 
| years of service. 


Gerald La Fevers has been promoted 


| foreman of the lasting department, 
| West Plains, Mo., men’s unit. Charles 


W. Schaller and Oliver W. Lister have 


| been appointed foreman and assistant 
| foreman respectively of the lasting de- 
| partment, Bland, Mo., women’s plant. 


A new appointment at the Marshall, 
Mo., men’s shoe plant is William P. 
Fellers, foreman of the fitting depart- 
ment. Paul M. Stahlman has been 
named foreman of the St. Clair, Mo., 
cutting department. Mr. Stahlman re- 
places August F. Gerber who retired 
recently after 45 years with Interna- 
tional. 

Bobby W. Lewis, former assistant of- 
fice manager at Continental Service, 
Inc., Topeka, Kans., a warehousing op- 
eration, has been named office manager, 
replacing Charles Kanzler. Mr. Kanzler 
transferred to the company’s home of- 
fice in St. Louis as office manager of 
the Hampshire division. 


West German Shoe Show 


PIRMASENS, WEST GERMANY — Nine 
months before the opening of the Fifth 
International Shoe, Leather and Ma- 
chinery Show at Pirmasens, to begin 
on April 25, 1958, it can be reported 
that the entire exhibition area has been 
fully reserved. 
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Australian Here to Study Shoe Production 





Rex Wilson, left, Melbourne, Australia, and Herbert Lape, Jr. of The Julian & 
Kokenge Company of Columbus, are discussing shoe manufacturing. Mr. Wilson 
is visiting the company to study and observe methods and processes in shoe manu- 
facturing to be applied to the production of Shortback Women's Shoes in Australia. 
Shortback Foot Saver shoes are manufactured by Pitman Shoe Company, Pty., 
Ltd., of Melbourne, under license from The Julian & Kokenge Company, makers of 
Foot Saver and Dr. Locke shoes. Negotiations for similar licensed operations are 
nearing completion in England, France and other foreign countries. 





Endicott-Johnson Group 
Tours Shoe Plants Abroad 


ENDIcoTT, N. Y.—Endicott-Johnson 
Corporation sent a group of production 
officials and technicians to Europe early 
in September to tour shoe plants in 
seven countries. 

Traveling by plane to Europe were 
George Kern, general superintendent 
of Binghamton and Johnson City 
plants; Stanley Stevens, plant engi- 
neer; Leo Pranitis, chemist, and Max 
Huff, in charge of an experimental 
department on plastics and rubber. 

The inspection trip will require about 
a month, with stops in Copenhagen, 
Malmo, Bremen, Stuttgart, Zurich, 
Milan, Paris and London. 

In Paris the group will visit the West 
European Shoe Show, an annual ex- 
hibition. 

The group will inspect European 
shoe manufacturing methods, especi- 
ally materials handling, conveyors, 
automation and hot vulcanizing. 

The company is currently experi- 
menting with an English process of 
vuleanizing leather shoes. This proc- 
ess is believed to be esnecially suitable 
for making waterproof work shoes and 
footwear for the armed forces. 





Elect Clark Shoe Head 


AUBURN, Mt. — Samuel A. Fradkin, 
president of Clark Shoe Company, here, 
has been elected a member of the board 
of directors of the Central Maine Gen- 
eral Hospital. A member of the Massa- 
chusetts Bar Association, with an 


September 15, 1957 





L. L. B. degree from Boston University 
Law School, Mr. Fradkin has long been 
active in the community affairs of 
Auburn to which he moved in 1931. 


McCrary Joins Sales Staff 
Of Miracle-Tread 


DALLAS, TEX.—Raymond T. McCrary, 
5220 Bryan Street, Dallas, has been 
appointed to represent the Miracle- 
Tread Division of Craddock-Terry Shoe 
Corporation in Texas, succeeding the 
late Mark L. Summers. 








\ 
RAYMOND T. McCRARY 


Mr. McCrary, a native of Texas, has 
traveled this state and in the south- 


west for approximately 30 years. Be- 
fore joining Craddock-Terry he repre- 
sented the Life Stride Division of 
Brown Shoe Company in this territory. 

In addition to Mr. McCrary’s experi- 
ence in servicing the trade, he has an 
extensive retail shoe background. 








_ EMPTIES 


| on high shelves are easily 
| handled with Long Arms. 























Everyone Who Knows Comes to BARIS 


SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


ia A a | S THE NATION'S FINEST 


CANCELLATION SHOES 
79-81 READE ST., N.Y. 7+ WO 2-5180 


For Over 41 Years 


Headquarters For 


CANCELLATION 
STORES 


Quolity Brands 
Largest Stocks All Price Ranges 


Fine fe 
MOSINGER-COHN 


St Louis 3, Mo 















Lowest Prices 


























23 Woshington 











LEATHER BOWS 




















No. 23 in stock. Lined, $.75 pr. 
All leathers, fabrics, and colors. 


RIRNESTONS CREATIONS, INC. 
830 W. Dauphin St., Phila., Pa. 












Sonal gladly submitted. Sales Agents wanted 

















BOX HANDLERS 











LONG ARM* 
The efficient box handler 
QUICKER, EASIER, SAFER 


BOXES 
full right side up 






upside down 







No climbing. No falls. 
Long arms with handles 
24”, 36”, 48” and 60”, 
$3. 50. With 72” han- 
dies, $4.50. Postpaid in 
USA. To save salesmen’s ! 
time order one for every 12 feet of shelving. Satis- 
faction guaranteed. Specify handle length and if 
for men’s or women’s boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 
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NOVELTIES 








Europe Imports 


novelty SHOE HORNS 


Write for illustrated literature and price list 
WARNER IMPORTS 


4015 W. Magnolia Bivd., Burbank, Calif. 














ORTHOPEDIC FOOTWEAR | 





TARSO SUPINATOR SHOES® 


—for weak or flat feet— | 


. prescribed by doctors 
as the modern 
shoe for children. 
Made and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


332 South Broodway es Yonkers, N. Y. 


corrective | 





BEAU BUCKLES 





CASH IN ON THE LATEST 
TEENAGE FASHION FAD 


IVY «LEAGUE 


Beats) 


It's sweeping the 

country this 
latest fashion fod. She'll weor ‘em open if 
looking for a date closed if going 
steady. Reap the profits from this fad by 
making every teenager shoe in your stock 
an Ivy League in less than ONE MINUTE 


Vow! | ¢ 4, s 
Simply spread the 
supplied cement on the 
strap and shoe j 


let dry 

Press firmly in place 

and PRESTO .. . Ivy 

League in less than 

ONE MINUTE 

NOW AVAILABLE IN: 
Black Calf Block Suede 
Brown Calf Antique Bro. Calf 
per Dozen Pair 

$3.6 cement included 


Rush Your Order Today! 


M. A. OBERMAN & SONS 


Manvfacturers-Distributors Shoe Store Supplies 
1236 Washington Ave., St. Lovis 3, Mo 





What’s New 





New Lightweight Shoe Tree 
Developed by C. S. Pierce 


BROCKTON, Mass. — Taking cogni- 
zance of a continuing trend toward 
lightness, softness and flexibility in 
footwear for men, and the need for the 
development of lighter shoe trees to 
“key” with this trend, C. S. Pierce Co., 
of Brockton, has perfected a new plas- 
tic shoe tree. 

The new resale shoe tree has an all 
plastic split forepart. It is simple to 
insert in all types of men’s footwear 
and is reportedly 50 per cent lighter 
in weight than many other shoe trees. 

A feature of the new plastic trees, 
say officials of the Brockton concern, is 
that only three sizes are required to fit 
all normal shoe sizes and _ widths, 
thereby reducing substantially the size 
of shoe tree inventories which retailers 
and distributors will need to carry. 
Lightness of the new trees also, it is 
said, effects a considerable saving in 
transportation costs to distributors. 

The new plastic shoe trees, which 
will be merchandised under the trade 
name of “Aero-Lite,” comes in a rich 
mahogany wood-grained effect. It is 
made with an expansion spring. 


Special Rack Helps Promote 
New Line of Boots 


MILWAUKEE—The Albert H. Wein- 
brenner Company is offering a special 
merchandising rack to promote their 
new line of Wood-N-Stream boots. This 
wire rack holds an assortment of 12 


Wire rack holds 12 pairs of Wood-N- 
Stream boots and top shelf has display 
space for five half-pairs. 


pairs of the boots and has a top shelf 
display space for five separate boots. 
Used as an island display in the store, 
or at the store entrance, the colorful 
rack commands immediate attention. 

Through a special offer the rack is 
given to the dealer free of charge with 
the purchase of one pair of No. 490 
boots at the regular retail price. 

Over 2000 of the racks have been set 
up in shoe and sporting goods stores all 
over the country in less than two 


months, the company has _ reported. 
Window strips, counter cards, and 

two radio scripts complete the merchan- 

dising picture for Wood-N-Stream. 





Mother-Daughter Slippers 
Feature Soft White ‘Fur’ 


Styling starts from the ground up in 

these examples of fancy footwork by 

Nite-Aires. Like mother, like daughter. 

These soft velvety slippers are topped 

by a deep red rose nestling in a bed 
of white "fur." 





New Sports Boot Introduced 
By Justin Boot Co. 


Fort WortTH, TEX.—Justin Boot Com- 
pany, manufacturer of cowboy boots 
here, have entered the sports boot mar- 
ket with an all-weather outdoor boot. 

It is made from Justin’s Nimrod 
leather, said to be very supple yet rug- 
gedly durable and water repellent for 


Justin enters the sports field with this 
supple, water repellent outdoor boot. 


complete foot protection. 

Nimrod sport boots incorporate a 
neat, lightweight design with practical 
8-inch lace tops, plain reinforced toes, 
leather lining and new non-slip cork 
and neoprene rubber soles. These highly 
resilient soles cushion against rocks and 
sharp objects. Heavy nylon cord stitch- 
ing assures long wearing service. 
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SALESMEN WANTED | SALESMEN WANTED | SALESMEN WANTED 

















reverence aeamen.| | SALES OPPORTUNITY 
A few territories open for the Fastest 

Growing Branded, Juvenile Line in the 

naa apg a. pvt Be! cot | Excellent opportunity is available for aggressive salesman to sell popular 
Territories open: priced In-Stock line of men's and boys’ dress welts. Applications from 


- Florida Tees, Ze men with road experience who wish to become connected with a long 
. Louisiana and Southern Mississippi bs 4 $ fs : 
. Arkansas-Oklahoma established, fast growing and progressive company will be considered. 


. 9 ASA 2 Ne oF Territory—Major portion of the State of Tennessee. Submit complete 
e isconsin an ° nnsyivania . . + 

, Kentucky cipher yates | | sales background. All replies treated in strict confidence. 
Write in complete confidence. 


SHERMAN BROS. SHOE MFG. CORP. Reply to Box 64, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Pa. 


230 Jackson Street, Lowell, Massachusetts 








OPPORTUNITY! SALESMAN WANTED 


We oom a sy ane yo 2 ~y rep- 
resen atives or our won ertu ine of open- » e 1 
stock, Ineiock lew priced Jovenie: Costweer. To carry complete In-Stock line of children's Compos, 
6% commission, plus bonus. Write: 


aie admin, siamibamemanies Stitchdowns and Bond Welts. Also growing girls’ Dress 


SoOSSS W. Pratt Ste aeltinore te Ma. and Casual Flats. Territories available: |—States of 


RRS hE om Michigan and Indiana, 2—States of Arkansas and 

cS COs ; EXA H N. Y. AN >A. . . . . . . 

3 Aggressive, hard-hitting salesmen for ex- Missouri. Submit full information of previous sales 

— aon per cna p+ Hosen 7 — Rn — 

yea y travel, radius 1, mule: ym ho . 

time.” Excellent hs aon 5 : Salary, ‘Sundin background. 

d trav xp a t y t s 4 

past ten years. Reply to Box 65, Boot & Shoe Reply to Box #63, BOOT and SHOE RECORDER, Chestnut & 5éth Sts., Philadelphia 39, Pa. 

9g Chestnut & 56th Streets, Philadelphia 
, Penna. 



































ALESMEN WANTED: VOLUME MANU- SIDELINE SALESMAN WTD. 


| 
FACTURER of Popular Priced Children’s } 
| 
| 


SIDELINE SALESMAN WTD. 


ARE YOU THE MAN? Top Grade Children’s 


Shoe Manufacturer looking for Aggressive 





Shoes has several territories available. Prompt 
delivery from large in-stock and make-up divi- 


sion, Complete fast moving line. Contact at Sideline Salesmen Wanted 


once. Reply to Box 67, Boot and Shoe Recorder, 
Chestnut & 56th Streets, Philadelphia 39, Penna. To carry Miller Shoe Trees and Cordo-Hyde Laces 


Bl EO OPES BE TS in the following States: New England, Upper New 
WE, AGGRESSIVESALESMAN York, Pennsylvania, Maryland and Washington, | | acceptance. Commission 7%. Write details 
WANTED for Volume Priced Line of Bal- . ; : 
Sorina and oN at $2. and $3. in D.C. Write: | today, including exact territory covered. Reply 
outhern territory. Straight commission. Wire ©. A. MILLER COMPANY en 58 ~ scorder. Ches 
or write: KLAYMAN SHOE CO., Inc., 241 Plymouth, New Hampshire | Pk re ee, vee ene ee 
Winter Street, Haverhill, Mass. 





Side Line Salesman. Staples and Styles stocked 


in widths.” Quality Line has excellent consumer 











& 56th Streets, Philadelphia 39, Penna. 





abvenriants matt ORDER BLANK 


UNDISPLAYED BOOT AND SHOE RECORDER 
20¢ a word Chestnut & 56th Sts. 
Minimum (18 words) . .$3.60 Philadelphia 39, Pa. 
Box number, opi . -$2.40 
Your name and address : om 
charged at word rate. Here is my want-ad: 
Street number one word 


DISPLAYED 


$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: ‘ 
Classified Advertising Enclosed is Check 
is payable in advance Please check if box No. is Wanted [] Money Order (1 
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SALESMEN WANTED 


SALESMEN WANTED 





WANTED TO PURCHASE 











kept confidential. 





MEN'S DRESS SHOES 


Experienced road salesman is desired by one of the country’s 
leading shoe manufacturers to sell quality line of Men's Dress 
Shoes to retail from $9.95 to $15.95. Territory available—States of 
Oklahoma, Kansas and Arkansas. Successful applicant must live 
in territory. Give complete outline of selling experience. Replies 


Reply to Box 62, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Penna. 











HELP WANTED 


HELP WANTED 





| 








Family Shoe Store Managers 


Openings in Indiana, Illinois, Michigan, Ohio 
MILLER-JONES, now operating 100 popular-priced 


family shoe stores, due to expansion program, has 
openings in the above mentioned states. Salary, com- 
mission and bonus. Complete group insurance pro- 
gram. Paid vacations. Reply in confidence to the 
MILLER-JONES CO., Personnel Department. P. O. 
Box 658, Columbus 16, Ohio 


M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 











TOPPS PAYS THE TOPS 


We retail our shoes and can pay top 
dollar for men’s, women’s and chil- 
dren’s shoes. Complete shoe stores con- 
sidered. 


TOPPS SHOE STORE 
4112 BERGENLINE AVE. 





UNION CITY, N. J. UNion 3-6413 











MERCHANTS' NEEDS 

















SIDELINE SALESMAN WTD. 


FOR SALE 





ANTED: SIDELINE SALESMEN FOR 

MEN’S DRESS AND WORK SHOES in 
popular price field. Must have experience. Ter- 
ritory open: Michigan, Illinois, Texas, Okla- 
homa, Indiana, Rocky Mountain States. Reply 
to Box 60, Boot and Shoe Recorder, Chestnut & 
56th Streets, Philadelphia 39, Penna. 





IDELINE SALESMEN WANTED to carry 

Ladies’ Hosiery and Foot Sox to the retailer. 
Excellent commission; no paper work. Competi- 
tively priced. Reply to Box 52, Bcot and Shoe 
Recorder, Chestnut & 56th Streets, Philadelphia 
39, Penna. 





S MART LEATHER BOWS, SHOE ORNA- 
MENTS and FOOT SOX. Pocket size sam- 
pe Manufacturer offers highest commission. 

eply to Box 556, Boot and Shoe Recorder, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 


SIDELINE SALESMEN FOR LIVE LINE 

Men’s Fast Styled Dress Shoes, $7.00, $8.00, 
$9.00 retailers. State background. Territory 
Available: Virginia, Georgia, Tennessee, Ken- 
tucky, Ohio. eply to Box 59, Boot and Shoe 
Recorder, Chestnut & 56th Streets, Philadelphia 
39, Penna. 





BUSINESS BUILDERS 


10¢ COMIC BOOKS—1%¢ EACH! Assorted 

Approved. 500-$9.50; 1000-$17.50; Remit- 
tance with order. Satisfaction guaranteed. 
ELLIS SPECIALTIES, 800 Brighton, Philadel- 
phia 11, Pa. 
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FOR SALE 


Standard Model X-Ray Shoe Fitter AC 120 
volts, 60 cycles. Special finish, Machine 

, Tube 6822. Purchased new January 
14, 1953 for $675.00. Used only 2!/. years, 
in excellent condition. To be sol for 
eae WHITE & KIRK, Box 591, Amarillo, 
exas. 














AMILY SHOE STORE, Newly redecorated; 

Long Lease available. Merchandise at Inven- 
tory—Fixtures sale or lease optional—Good 
opportunity for couple. Write or call CARL’S 
SHOE STORE, Neodesha, Kansas. 





FOR SALE: One Primex X-Ray Machine, plus 

14 Maple Arm Chairs, with upholstered backs 
and seats. Excellent condition, D. COOPER- 
SMITH, Milford, Delaware. 





AMILY SHOE STORE, NATIONALLY 

ADVERTISED BRANDS. Building (35,- 
000), good location. Inventory approximately 
15,000. Real opportunity. Owner retiring Feb- 
ruary, 1958. SIMON’S TRIANGLE SHOE 
STORE, Geneva, New York. 








OR SALE: ESTABLISHED FAMILY 

STORE, carrying Red Cross, Buster Brown 
and other Brand Names. Volume over $50,000. 
Leeated fast growing section Long Island. 
Owner has other interests. Cash required $20,- 
000. Reply to Box 61, Boot and Shoe Recorder, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 





—here's how to get 
More Business! 


Service has over 2000 satisfied users. 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what’s 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 
Se eee eee eee eee eae eee eeeee 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service 
Organization 
342 Madison Ave., New York City 
Please tell me more about your news- 
paper ad clipping service and special short 
term trial offer. 


Te: Vincent Edwards Idea Clipping 

















LINE WANTED 


ENNSYLVANIA AND SOME ADJOINING 

STATES. Excellent salesman available. 
Write in confidence. Reply to Box 66, Boot and 
Shoe Recorder, Chestnut & 56th Streets, Phila- 
delphia 39, Penna. 








POSITIONS WANTED 


D ESIRE POSITION WITH FAMILY TYPE 

SHOE OPERATION in Wisconsin or Min- 
nesota. Nine years’ experience; five managerial. 
Age 30. Qualified bookkeeper. Reply to Box 68, 
Boct and Shoe Recorder, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 
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WANTED TO PURCHASE 


WANTED TO PURCHASE 


WANTED TO PURCHASE 











Come over quick! 
My slow moving 
stock is 


LOUIS CAMITTA & SON 
91 READE ST., NEW YORK, N. Y. 


formerly with S. CAMITTA & SONS 











SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tion . . . quality § men’s, 
women’s and children’s shoes. 


Fine TFeclmear FOR OVER 41 YEARS 


MOSINGER-COHN 

















TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5-9927 











MY HOBBY 
Buying, Selling Shoes for 37 Years 
CASH TOP PRICES 


For Discontinued Stocks 


HARRY HESS 


76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! Beekman 3-7671 








Any quantity. . any time. Weil 
buys for cash... quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick actionwrite, 
wire or phone immediately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 
CE. 1-4898 CE. 1-3762 
Quality Shoes Since ’32 
“While in Town See Weil” 























MMM BARNS BUYS for CASH ZZ 
NS 


BARIS 


THE NATION'S FINEST 
CANCELLATION SHOES 


79-81 Reade St. - 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 


Also complete stores considered 
Jobs in Fine Shoes From Fine Sources Since 1931 


New York7,N.Y. - 
‘ N 


Tel.: WOrth 2-5180 





ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 
122 DUANE ST., NEW YORK, N. Y. 
RECTOR 2-4170-4171 














Max L. Meltzer, Pres. 


WE PAY MORE aR WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 





Ivanhoe 1-9830 


























WE BUY 


Phone or wire 


B. & R. SHOE CORP. 


74 READE STREET 
NEW YORK 7, N. Y. 
WOrth 2-6358 





B. & R. PAYS THE LIMIT 


CLOSE OUTS Cc 
COMPLETE SHOE STOCKS 

LEASES ASSUMED A 

collect YOUR NAME PROTECTED § 


Ben LaMonica 
Ralph Vogel 





WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 




















CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 

















MORRIS BAYROFF 
formerly with M & R Shoe Co. 
1S NOW LOCATED AT 
122 DUANE ST., N.Y.C. 
Telephone REctor 2-4171 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 
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e closeouts 

e surplus 

e discontinued 
lines 

¢ complete stores 


BROITMAN- 
GAFFIN SHOES 


ine, © BE 3-7290 
146 DUANE S$T., W. ¥.C. 








The Label with 
a Pedigree 





@ Behind this Angora* 
Calfskin label . . . behind 
every Barrett label... 
stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin— 
smoothest, supplest—for 
fine shoes? Look for this 
Angora* hallmark! 


“trade mark 


BARRETT & COMPANY, INC. 
NEWARK, NEW JERSEY 






















You get fast 
IN-STOCK SERVICE 
TOP QUALITY and 


, LONG MARK-UP 
ywhen you switch to. . 















EXTRA LONG WEAR 
WITH COMFORT TO SPARE 





Style U1348 
C 7/12 
E 6/12 


Write to: Cedar-Crest Shoe Company, Dept. 915 
A division of General Shoe Corporation 
Nashville, Tennessee 


DeHaan Traveling Michigan 
For Tyer Rubber Co. 


ANDOVER, Mass.—Tyer Rubber Com- 


| pany, here, has announced the addition 


of Richard DeHaan to its sales staff. 
He will cover Michigan, with the excep- 
tion of greater Detroit, selling water- 
proof, canvas, plastic and sporting foot- 


| wear as well as sports accessories. 





RICHARD DE HAAN 


Prior to his connection with Tyer 
Rubber, Mr. DeHaan sold rubber and 
canvas footwear in western Michigan. 





Cobblers Wins Four Medals 


Los ANGELES — California Cobblers 
have been awarded four gold medals 
by the 1957 California State Fair 
Fashion and Fabric Exposition. 

The shoes receiving the medals are 
“Jenny Lind,’ fur with black suede; 
“Lorgnette” in gray Maracain, ‘“To- 
ledo” in Sable Calf and “School-Tie” in 
black and white smooth with black 
Nuron sole. 


Husseco Modernizes Work Shoe 


And Plans Promotion 


HONESDALE, PA.—A modern version 
of an old brand of work shoe will be 
on the market this fall, made by the 
Hussco Shoe Company. It will be han- 
dled solely by franchised distributors 
with exclusive sales territories. 

The Hussco work shoe was born in 
1904 and quickly became a good seller. 
When the Honesdale, Pa., firm started 
to diversify 15 years ago, developing 
its teens’ and children’s lines, work 
shoes were no longer emphasized. Now 
they will be promoted as a quality line 
of “on-the-job” shoes, to meet “the 
growing demand for rugged shoes 
which are smart-looking and comforta- 
ble as well,” reports Hussco president 
William Manowitz. 

Hussco executives have been meeting 
with distributors for the past six 
weeks, setting up sales areas. “Some 
distributorships are still available,” 
Mr. Manowitz stated. Because “Hus- 
scos” will be sold through a variety 
of outlets, exclusive distributorships 
are going to wholesalers of work 






Many shoe de- 
partments make this 
double profit more than 
eleven times every day. It’s 
so easy to do... by offering 
time - proven, effective 
Foot Balancers, featherweight 
shoe inserts. Designed with an 
entirely different concept to 
| provide medically - proven foot 
relief, Cuboid Foot Balancers re- 
| tail for $6.95 a pair. Only a few 
feet of shelf space required. 
| Write today for Cuboid Franchise 
information, to James Sewell, 
President, Burns Cuboid Com- 
pany, P. O. Box 658, Santa Ana, 
California. 


aan 477/797 £ 


BURNS CUBOID CO. 
SANTA ANA, CALIFORNIA 

















clothes and other soft goods, as well as 
to shoe wholesalers. Hussco distribu- 
tors will maintain the same local in- 
stock service which was used in moving 
more than two million pairs of Huskies 
and Huskie Pups last year. 


Broida Joins Sales Staff 
Of Wellington Sears Co. 


New York—Frank B. Broida has 
been appointed a sales representative 
to the footwear market for Lantuck 
non-woven fabrics, it was announced by 
Denzil V. Probasco, head Lantuck divi- 
sion, Wellington Sears Company. 

Mr. Broida comes to Wellington 
Sears with a specialized knowledge of 
the footwear industry, having been the 








FRANK B. BROIDA 


eastern representative of Sbicca of 
California for the past seven years. He 
will assume his duties immediately 
under the direction of Robert Scott. 
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NOW 


Keep 
White 
Stitches 
CLEAN 








* 
~ * 
#8 manent” 


United's stitch protecting material preserves the original whiteness of 
your outsole thread. 








When the ticket calls for white outsole stitches make 
sure they are truly white. Your salesmen and the 
retailers will find your shoes easier to sell. 


The W/€ Stitch Protector Applying Machine, Model A, 
applies a new protecting material to keep white stitches 
from becoming soiled during finishing, treeing and packing. 
This operation is less expensive than taping and eliminates 
© Eliminate Bleaching cleaning in the packing room. Also it does a better job. 

and Penciling The protective material dries as an elastic substance which 
is easily and quickly peeled off when the shoe is finished. 











A precoat material assures easy removal of the protector and 
adds a distinctive luster to the welt surface. It may be 
applied by a device added to the stitch separating 

machine or with the U/C Precoat Applying Machine, 
Model A. If the stitch separating machine is used the { 
precoat material tempers the welt and may eliminate the 
need for a separate welt wetting operation. 


@® Provide New 
Luster to Welting 
























@® Cut Finishing 
Room Costs 

















Are you obtaining the cleanest, 
whitest stitches possible? Ask 
your United man for further 
information about this 
method of stitch protection. 







UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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AS ADVERTISED IN APPAREL 


Style 9469 
The CHATEAU 


Style 9269 
The CHATEAU 
Pli-Matic Construction 


Buy Kdgertons for T op Echelon 


Career Styles } Successful men almost always get that way by first 


assuming a successful look. In vour all-important choice of 


shoes further your career with the lush leathers and 


smarter styling of the Edgerton Division of Nunn-Bush. 


EDGERTON DIVISION « NUNN-BUSH + MILWAUKEE 1, WISCONSIN 


See your local Nunn-Bush 


Style 9209 


and Edgerton dealer 
The CHATEAU 


Style 9208 
The LAWSON 


Style 9828 
The ALBANY 


BY A DIVISION OF NUNN-BUSH 
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